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© Wi// your public relations films 
actually be seen by the publics you want? 


@ Be sure you are familiar with 
the best professional film 
distribution services availab/e. 


© See our 13-minute movie “People 
Into Audiences.” It tells the 

Story of sponsored film distribution. 
There is no other film like it. 


© For a print of this film, phone 
or write on your business letterhead 
to any of the offices listed below. 


© MODERN 


~ TALKING PICTURE SERVICE 


LOS ANGELES: WASHINGTON: 

1717 North Highland Ave eventeen Ten H St., N.W. 
Hollywood 2-2201 
ick Hough 





NOW! AVAILABLE FOR YOUR 


SALES MEETINGS. A COMPLETE, 
“*hetter sales MODERN APPROACH TO... 


meeting's” SALES TRAINING! 


“Who’s your customer?” 
SUBJECT: Qualifying 


axihi’ 


OUe: Rone 


© “What did you say you were selling?” 


© “You gotta know the territory” 
SUBJECT: Product knowledge 


Oo “How to sell yourself” 
SUBJECT: Prospecting 


SUBJECT: Personal improvement 
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5) “By the book” 
SUBJECT: Sales ethics, company policy, 
personal discipline 


6) “Ask for the order” 
SUBJECT: Closing the sale 





“We Make Sure Our Training Sessions Run 


“The way we use 16mm sound films,” 
continues Mr. Al Tinker, President 
of Tinker Kirby Nassau Company, 
Inc., “‘we need a projector that is 
dependable at all times. Films play 
a big role in our program of training 
men how to sell Kirby Home Sanita- 
tion Systems. When we schedule a 
training session, we want to know 
that the projector will do its job at 
the flip of a switch. Our Kalart 
Victor fills the bill on this count, 
and many more besides.” 

A company such as Tinker Kirby 
Nassau, with so much at stake in its 
training program, particularly ap- 
preciates the fact that Kalart/ Victor 
projectors are engineered to provide 
trouble-free performance in continu- 
al daily use. 

Simplicity of threading, ease of 
maintenance and protection against 
film damage are other important 


world's most experienced 
manufacturer of 16mm sound projectors 
VICTOR ANIMATOGRAPH CORP. 


Division of KALART 
Plainville, Connecticut 


features that Mr. Tinker looked for 
—and found—only in Kalart/Victor. 

Three-step threading with color- 
coded path showing sequence and lo- 
cation makes it easy for nearly any- 
one on Mr. Tinker’s staff to set up a 
Kalart/Victor. Safety Film Trips, a 
Kalart/Victor exclusive, prevent 
damage to valuable training film. 
And a large-capacity oil reservoir 
built into the Kalart/Victor means 


that lubrication is necessary only 


once a year. 

What features are you looking for in 
a 16mm sound projector? Great picture 
quality? Magnificent sound reproduc- 
tion? Adaptability for magnetic re- 
cording and playback? Kalart/Victor 
has them all. Call your Victor Dealer 
for a demonstration. 


FREE BOOKLET 


Tells how industry profits 
from sound films. Send to- 
day for your copy of this 
practical booklet. Dept. 151 


Smoothly by Using Kalart/Victor Projectors..: 





RIGHT off the NEWSREEL 


Major Industry Conventions 


“International Achievements” Is 
89th SMPTE Convention Theme 

It’s a sell-out for exhibit space 
at the 89th Convention of the So- 
ciety of Motion Picture and Tele- 
vision Engineers. 

Three months prior to the con- 
vention, all 47 of the scheduled 
exhibit booths had been re- 
served, according to Exhibit Com- 
mittee Chairman Kenneth Oak- 
ley, and the addition of space is 
under consideration. 

The SMPTE Convention, with 
the theme “International Achieve- 
ments in Motion Pictures and 
Television,” will take place May 
7-12 at the King Edward Shera- 
ton Hotel, Toronto, Ontario, Can- 
ada. 

The equipment exhibit will also 
be international in scope, with 
United States, European and 
Canadian firms displaying prod- 
ucts. 

Among the companies which 
have contracted for exhibit space 
are: Beckman & Whitley, Inc.; 
Bell & Howell Co.; Behrend Cine 
Corp.; Berndt-Bach, Inc.; Birns 
& Sawyer Cine Equipment, Inc.; 
Braun of Canada Equipment Ltd.; 
Caldwell A/V Equipment Ltd.; 
Camera Equipment Co.; Cana- 
dian Broadcasting Corp.; Cana- 
dian Applied Research Ltd.; Alex 
L. Clark Ltd.; Eastman Kodak 
Co.; Ferrania Div., Viditon Corp.; 
Film Editing Equipment, Inc.; 
Florman & Babb, Inc.; Harwald 
Co.; Philip A. Hunt Co.; Lipsner- 
Smith Corp.; MacKenzie Equip- 
ment Ltd.; Magnasyne Corp.; 
McCurdy Radio Industries Ltd.; 
Precision Cine Equipment Div.; 
Robert Rigby Ltd.; L. B. Russell 
Chemicals, Inc.; $.0.S. Cinema 
Supply Corp.; Strand Electric 
Ltd.; and Wollensak Optical Co. 
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National A-V Convention Hosts 
Meetings of Professional Groups 

Meeting concurrently with the 
21st Annual National Audio-Vis- 
ual Convention in Chicago, July 
22-25, 1961, will be six groups 
of A-V professionals from the 
fields of education, medicine and 
industry. 

Organizations include the Au- 
dio-Visual Education Forum 
(school and college A-V direc- 
tors and administrators); the A-V 
Workshop for Industrial Training 
Directors (training supervisors in 
business and industry); the A-V 
Conference of Medical and Allied 
Sciences (heads of A-V depart- 


BUSINESS 


Spotlight the Menth’s News 


ments in the medical field); the 
National Visual Presentation As- 
sociation (commercial A-V users 
and designers); the Industrial Au- 
dio-Visual Association Regional 
Meeting (A-V users from indus- 
trial concerns); and the National 
Audio-Visual Association (A-V 
dealers, manufacturers of A-V 
equipment, and producers of A-V 
materials). 

The 1961 convention will again 
feature the National Audio-Visual 
Exhibit, displaying a record num- 
ber of new A-V products includ- 
ing projectors of all types, re- 
corders, language labs, teaching 
machines, instructional television, 
plus a variety of new instructional 
films and materials. Displays will 
occupy nearly 250 booth spaces 
in the Morrison Hotel, convention 
headquarters. 

Most sessions of the various 
groups meeting are open to in- 
terested users of audio-visual 
equipment and materials upon 
payment of a modest registration 
fee. Full particulars are available 
from National Audio-Visual As- 
sociation, Inc., 1201 Spring 
Street, Fairfax, Virginia. a 

% * * 
Edison Foundation Honors TV 
Sponsor of Racial Documentary 

A Thomas Alva Edison Foun- 
dation citation was presented to 
Bell & Howell Company for its 
TV sponsorship of Cast the First 
Stone, an hour-long documentary 
on racial prejudice in the North. 

The award was accepted for 
Bell & Howell by Peter G. Peter- 
son, executive vice-president, 
from Dr. Caroll Newsom, presi- 
dent of New York University, at 
the sixth annual Edison Founda- 
tion National Mass Media 
Awards Dinner, held March 21 
at the Waldorf-Astoria Hotel, 
New York City. a 

* * * 
First Soviet Space Films 


The first motion picture film 
footage showing actual Russian 
space exploration and travel to be 
released outside its borders by 
the Soviet Union was acquired in 
recent weeks on an exclusive basis 
by David L. Wolper Productions, 
N. Y., from Artkino, official film 
agency of the U.S.S.R. 

The film will be featured on a 
one-hour special event telecast in 
May titled Project: Man in Space, 
sponsored by Tidewater Oil Com- 
pany through Foote, Cone & 
Belding. > 
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YOU CAN’T AFFORD T MISS 


You won't have to worry about a misstep 
in making a successful animation or live 
action tilm...if you select our organization 
with its top quality creative and production 
Staff to he/p you write and produce 


your next motion picture. 


JOHN SUTHERLAND PRODUCTIONS, INC. 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 408 West 34th Street 
Los Angeles 26, California DUnkirk 8-5121 New York 1, New York OXford 5-7450 
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"you can save over 920 


on 100 prints of a 
full-length 2-reel show! | 
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motion pictures 
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PROVIDING EVERY EDITORIAL AND PROCESSING FACILITY FOR 16mm FILM PRODUCERS 
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Any one of these “sales makers” 
will be valuable additions to your 
sales staff. Take a look at their 
qualifications: 


th 











1) After initial investment, they 
require no salaries, expense 
accounts, sick leaves or 
vacations. 


2) They make every sales point 
you want made... the way 
you want it made (every time, 
too!). 


3) They never tire... as per- 
suasive on last call of day as 
first in A.M. 


No, we haven't found a sales 
robot to replace the salesman. 
But, we have designed a line of 
sales “assistants” that will help 
your present sales force put their 
sales curve into orbit. Why not 
look into these Viewlex “sales 
makers” for your staff now. Con- 
tact your local Viewlex franchised 
A-V dealer or use coupon below. 















































SALESTALK 


Slide and filmstrip projector, 
speed record player, 

x 12” screen 

all in a smart attache case. 


$10450 


9 


TABLETALK 


35mm filmstrip viewer, 
4 speed record player, 
rear projection 7” x 9” screen 
. all in luggage type case. 


$10950 


VIEWTALK with 
STRIP-O-MATIC 


Slide and filmstrip projector, 
automatic film strip remote control, 
4 speed record player 
with detachable speaker. 


From $17g50 
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. 


ewlex inc 
40 Broadway, Holbrook, Long Island, New York 


~ 


) Please send complete information on Viewlex ‘‘sales makers.” 


) Please have Viewlex A-V Consultant contact me to demonstrate 
which Viewlex ‘‘sales maker’’ best meets my requirements. 


om 


NAME 
COMPANY 


ADDRESS. CITY 


(IN CANADA—Write Anglophoto Ltd 


STATE 
Montreal) 
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Select 15 Sponsored Motion Pictures to Represent U. S. 
at International Industrial Film Festival in Turin 


greg motion pictures have 
been selected by a panel of 
industrial film specialists to rep- 
resent American industry in the 
Second International Industrial 
Film Festival in Turin, Italy, June 
25-28. 

Janet Wilkins, producer in the 
Audio-Visual Department of the 
National Association of Manu- 
facturers, supervised the assembly 
of eligible outstanding motion 
pictures produced for industry in 
1960. The films were screened by 
a selection committee composed 
of three industrial audio-visual ex- 
perts: Eyre Branch, Standard Oil 
Company (N. J.), retired; Gordon 
L. Hough, Manager of Public 
Relations-International Group, 
American Machine & Foundry 
Company; and Frank Rollins, 
Manager of Motion Picture De- 
partment, E. R. Squibb & Sons. 

Sponsored by Industrial Council 

The Festival will be held under 
the patronage of the 18 nations 
composing the Council of the In- 
dustrial Federations of Europe 
(CIFE). The competition is open 
only to organizations which repre- 
sent their nation’s industry as a 
whole. 

The purpose of the Festival is 
to stimulate the production of 
high quality films which spread 
industrial know-how and_ pub- 
licize the contributions of indus- 
try to the social and economic de- 
velopment of society. 

These Awards to be Presented 

Among the prizes is one of- 
fered by the sponsoring organi- 
zation, the Confederazione Gen- 
erale dell’Industria Italiana, for 
the best illustration of the con- 
tribution of private enterprise to 
social and economic progress; the 
Grand Premio of CIFE for the 
best national selection; and a first 
and second prize in each of these 
seven categories: 

... Films on industrial tech- 
niques and productivity. 

... Films containing general in- 
formation of industry for the ben- 
efit of the public at large. 

... Films on marketing and 
sales technique. 

... Films on scientific research 
for industry. 


... Films on vocational train- 
ing and education. 
... Films on social welfare. 
... Films on industrial safety 
and on the hygienics of work. 
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The United States selections 
are: 
© Ages of Time, produced for 
Hamilton Watch Company by 
MPO Productions. 
@ Are These Your Hands?, pro- 
duced for McGraw-Edison Com- 
pany by Cullen Associates. 
© Assignment America, produced 
for New England Mutual Insur- 
ance Company by Bay State Film 
Productions. 
© Better Medicines for a Better 
World, produced for Parke, Davis 
& Company by The Jam Handy 
Organization. 
¢ Beyond the Gravisphere, pro- 
duced for Armour & Company by 
Douglas Productions. 
e Eddie, Inc., produced for May- 
tag Company by Columbia Pic- 
tures. 
e Faces and Fortunes, produced 
for Kimberly-Clark Corporation 
by Morton Goldsholl-Design As- 
sociates. 
e Frontiers, produced for the 
First Security Corporation by 
Dick Durrance Productions. 
e The Land of White Alice, pro- 
duced for the Western Electric 
Company by Willard Van Dyke. 
@ Me, produced for TRUE Maga- 
zine (Fawcett Publications) by 
Elektra Film Studios. 
e A Number of Things, produced 
for Woman’s Day-Fawcett Publi- 
cations by Elektra Film Studios. 
© Rendezvous—90° South, pro- 
duced for Lockheed Aircraft Cor- 
poration by Robert Strickland of 
Lockheed’s film unit. 
@ Revolution on the Right of 
Way, produced for Southern Pa- 
cific Railroad by Edward Carroll 
and the Southern Pacific film unit. 
e Temperature Made to Order, 
produced for General Motors 
Corporation by TV-Saizis. 
e This Is Steel, produced for 
Bethlehem Steel Company by Au- 
dio Productions, Inc. 





PROFESSIONAL 


TITLE Typographers 


and 


Hot-press Craftsmen 
SINCE 1938 


Write for FREE type chart 


eg KNIGHT TITLE SERVICE 


145 West 45th St., New York, N.Y. 
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Ct a homonts Poker... 


ALL THIS EQUIPMENT...AND MUCH, 
MUCH MORE IS AVAILABLE FROM 


. LIGHTS, GRIPS, PROPS 
'““_ INKIES, ARCS, DIMMERS, CABLES, BOXES, 
REFLECTORS, DOLLIES, MIKE BOOMS, NETS, 
LOCATION UMBRELLAS, WATER COOLERS, FLAGS, 
CENTURIES, SCRIMS, HYDRAULIC STANDS, PARALLELS, 
DIRECTORS CHAIRS, MANY OTHER ITEMS—YOU NAME IT... 


For 40 years, leading producers have depended on 
Charles Ross for all their production needs. At a 
moment's motice, you can get the lights, props, grip 


equipment and generator trucks from the largest sup- 


r 


pliers of motion picture, TV and industrial photo- G E N Ee RATO H T Q U Cc K ty 
graphie equipment in the East. At Charles Ross, you'll AND TRAILERS 


find everything your production schedule requires — 1800, 1600, 1000, 750, 300. 200 Amp. D.C., 
100, 50, 30, 20 Amp. A.C. 
except the actors of course. 


Betore you shoot your next pictute, dial Charles Ross 


’ let us know your requirements .), . we'll be happy R a N | ALS 


x 


( ) to fill thems at a moment's notice! SALES SERVI oF =I 


Send for a schedule of rental rates. 


5 Lighting the Motion Picture Industry 
INC. Since 1921 
333 West 52nd Street, New York City, Circle 6-5470 
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HE RETIRING PRESIDENT of the Industrial 
T Audio-Visual Association, addressing 

the Annual Banquet last month of that 
truly professional society of the nation’s busi- 
ness a-v executives, recalled the shaggy dog 
story about the man whose retriever walked 
on top of the water whenever he went out for 
the “bag.” Instead of showing expected amaze- 
ment, his companion says, “doesn’t seem to 
be able to swim, does he?” 

Far too much “water walking” is going on 
among audio-visual equipment manufacturers, 
film producers, sponsors and some “experts” 
in this field. The honest fact is that nobody 
really knows how many 16mm motion picture 
projectors, or sound slidefilm projectors or 
any other of the familiar, useful a-v tools are 
being made and consumed, much less how 
many of each type are currently in use, any- 
where. 


Our Production Review Provides Facts 


Except for our own studio-by-studio, labo- 
riously gathered and carefully checked annual 
surveys of commercial film production com- 
panies, there is no comparable accounting in 
that field either. 

Thanks to the U. S. Department of Com- 
merce, which serves the entertainment film in- 
dustry well, you can find out how many 
theatres there are in Thailand or Australia or 
Japan. And how many cameras and other gear 
are exported or imported. But individual com- 
panies (or the National Association of Photo- 
graphic Manufacturers) don’t report annual 
figures on projector manufacture. Then who 
does? 

Guesswork Turns Into Promoter’s “Facts” 


The truth is there are no real figures on 
a-vV equipment in use or being made. But you 
will find “educated guesses” which are now be- 
ing turned into “facts” about a “$300 million 
a year” market to promote expensive advertis- 
ing for “40,000 distribution” of free books. 

Fact: less than 5,000 (and far less) indus- 
trial companies in the United States account 
for 85% of the nation’s total industrial out- 
put. 

Fact: fewer than 500 national and regional 
trade groups comprise the real strength of 
that interested audio-visual clientele. 

Fact: less than 800 companies belong to 
the Association of National Advertisers, com- 
prising the bulk of the nation’s big media 
buyers. 

Fact: fewer than 50 American colleges and 
universities have any motion picture produc- 
tion units, outside of the football coaches. 

Fact: in four separate first-class mailings to 
every name available, only 320 film produc- 
tion companies in the U. S. and Canada could 
come up with the minimum references re- 
quired for a free listing in our recent Annual 
Production Review issue. That meant produc- 
ing as few as five slidefilms, for example. 

No, you don’t have to “burn down the 
house to roast the pig,” as the old Scandi- 
navian saying goes. And you don’t have to 
waste hard-earned profits on a lot of “water 
walking” when there are better, more depend- 
able answers to be had. 

It’s time for this industry to take swimming 
lessons. Time for the presidents of projector 
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EDITORIAL VIEWPOINT 


The Audio-Visual Industry's First 
National Geal Should be Real Facts 


companies to take a leaf from the Radio & 
Television Manufacturers who report how 
many color or b&w television sets and radios 
are made, year-by-year. 

What Today’s Film Festivals Cost 

Time for every other segment of the audio- 
visual field to stand up and take census, with- 
out this “moonlight and roses” approach. 
Time for all of us to find out that the ribbons 
and statuettes awarded our films cost $15- 
$25 apiece for each and every entry. That 
300 X each entry fee is costing participants 
from $4,500 to $7,500 for fees alone in each 
domestic film festival! Time to decide whether 
the judgment of peers or the opinions of en- 
thusiasts are worth the price of these parties. 

This publication prints, distributes and 
certifies an honest 8,000-plus copies of one 
magazine that devotes all of its contents to the 
relevant business of business and industrial 
audio-visuals. No special issues to promote ir- 
relevant microfilm ad sales; no promoting the 
offset printing business or the myriad of 
equally irrelevant industrial photographic as- 
signments which run the gamut from blue- 
printing to X-ray work. 

In a single U.S. corporation where we have 
three paid subscribers, the annual film budget 
totals several million dollars. Every one of this 
company’s nationwide subsidiaries is also a 
paid subscriber. And when the president of 
this leading American business stood before 
his tremendous family of shareholders recent- 
ly, he carried with him an abstract from the 
pages of our Annual Production Review. 
That’s fact, brethren! 


Facts Can Help Expand Film Budgets 


Sponsors and agencies would be tremen- 
dously encouraged to expand their budgets for 
multi-print film programs if fortified by ac- 
curate statistics on 16mm _ sound projector 
ownership. News of industry acquisitions of 
this equipment would encourage other indus- 
tries to procure and use a-v tools. Just as the 
solid, dependable facts are leading companies, 
agencies, trade groups and Government to the 
doors of reputable film producers through 
pages of the 11th Annual Production Review. 
Go thou and do likewise. ae 
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Ken Penny Elected President of the 
Industrial Audio-Visual Association 


]. ggrecner OF THE Industrial Audio-Visual 
Association, meeting at Chicago’s Edge- 
water Beach Hotel April 25-27, have elected 
Ken Penny, of the Minnesota Mining & Manu- 
facturing Co., as their 1961-62 president. Bill 
Pratt, American Telephone & Telegraph Co., 
is the new IAVA first vice-president and James 


Craig, General Motors Corporation, is second 
vice-president of the professional society of 
audio-visual executives within industry. 

Harold Daffer, Minneapolis-Honeywell, was 
elected secretary and the assistant secretary- 
elect is Don Peterson, Caterpillar Tractor Co. 
Fred Woldt, Illinois Bell Telephone Company, 
continues as treasurer. Vice-president for 
Illinois is John Hawkinson, Illinois Central 
Railroad. 

Five Regional Directors Are Named 

Regional directors named include Harvey 
Plants, of General Foods, for the Eastern 
Region; Bill Morris, Baxter Laboratories, Cen- 
tral Region; Howard Williams, Edw. Johnson, 
Inc., in the Northern Region; Bob Strickland, 
Lockheed Aircraft, for the Southern Region 
and Vincent Hunter, Union Pacific Railroad, 
for the Western Region. 

Retiring president Alan Morrison, Socony 
Mobil, becomes chairman of the Past Presi- 
dents’ Committee. Chairman of IAVA’s Fall 
Meeting is Dan Rochford of Jersey Standard, 
and continuing Chairman of the Membership 
Committee is Larry Warnock, Link-Belt. 

Other Committee Heads; New Members 


Other Committee posts went to Bill Connel- 
ley, Union Carbide, as Chairman of the Pub- 
licity Committee, and Projects are in charge of 
Charles Fox, Brown & Bigelow; The Roster 
is to be handled by AT&T’s Roy Vanderford. 
Roy Mumma continues as IAVA’s Technical 
Chairman. 

New members elected include Frank Ste- 
dronsky, A. B. Dick & Co.; William A. Smith, 
U. S. Steel; Milton W. Sebring, the Norton 
Company; Ralph Applegate, Burroughs Corp.; 
Benjamin Gill, American Oil Company; and 
William A. Wallace, Falstaff Brewing Com- 
pany. 

Annual Plaque Award to Al Morrison 

Al Morrison received the organization’s an- 
nual award plaque, given each retiring presi- 
dent, from past president O. H. Peterson, 
American Oil Company, at a traditional ban- 
quet ceremony. Highlight of the dinner was 
the tribute paid member Ralph Hoy, Alumi- 
num Company of America, for the work which 
he and Mrs. Hoy have carried on in hospitals 
worldwide under their “Recordings for Re- 
covery” volunteer taped-music program. IAVA 
became a supporting donor to this cause in an 
unprecedented tribute to the Hoys. 

A joint session for IAVA and members of 
the Audio-Visual Committee of the Associa- 
tion of National Advertisers was headed by 
Bill Pratt of AT&T on the subject “How to 
Inform Your Management of the Value of 
An Audio-Visual Program.” 

Guest speaker at this key program event 
was Dr. Seymour Banks, vice-president for 
Media & Program Analysis, Leo Burnett Co., 
Chicago, and chairman of the Audience Con- 
cepts Committee of the Advertising Research 
Committee. Presenting a preview of some 
phases of the ARC’s forthcoming report on 
Audience Concepts, Dr. Banks challenged 
company film executives to present facts about 
their activities in terms which management 
can understand and accept. We 
(VIEWPOINTS CONTINUED ON PAGE 61) 





“HOW TO PREVENT 
OBJECTIONS IN SELLING” 


a “must” film for every 
salesman facing today’s 
tough sales climate! 


Many sales objections can be pre- 
vented if salesmen themselves do not 
plant them. This exciting, new Borden 
and Busse hit, ‘How To Prevent Ob- 
jections in Selling’’ shows salesmen 
how to avoid the 5 most common mis- 
takes made in selling presentations 


by pointing out the prospect's 
needs without needling him 


presenting sales points smoothly 
avoiding excess verbage 


avoiding “‘chip-on-the-shoulder 
words. 


preventing routine objections by 
creating a stronger sales desire 


Here is a file film addition for your 
sales training program one that 
puts real meat into your sales meet- 
ing . . . one that’s sure to jolt sales- 
men out of bad selling habits 


This 30-minute, 16mm. baw motion pic 


ture is available 
or rental 


DARTNELL 


1801 LELAND AVENUE + CHICAGO 40, ILLINOIS 


for outright purchase 


“WEADQUARTERS FOR SALES TRAINING FILMS” 


Dartnell Corp. 
1801 Leland Avenue, Chicago 40, Illinois 
Gentlemen: Please send me information 


about “How To Prevent Objections 
Selling” 


] copy of Dartnell’s Directory of Sales 
Training Films 


Name 
Company 
Address 


City 


10 


From the Experts’ Viewpoint: 


A Look Into the Future of 8mm Sound 


Y ROWING RAPIDLY and gaining 

F in importance, 8mm sound 
film is “another milestone in the 
communications revolution,” 
which may extend the boundaries 
of the motion-picture industry 
just as paperbacks have extended 
the field of publishing, says John 
Flory of the Eastman Kodak 
Company, Rochester, N. Y. 

But there are major technical 
and economic obstacles to be 
overcome, he notes, before the 
potential of 8mm for home en- 
tertainment, community service, 
religion, medicine, science, busi- 
ness and industry, and education 
can be fully realized. 

Overall View by John Flory 

Discussing “The Future Role of 
8mm,” Flory, Advisor on Non- 
Theatrical Films at Eastman, will 
open a session on new develop- 
ments in 8mm sound-on-film at 
the 89th Convention of the So- 
ciety of Motion Picture and Tele- 
vision Engineers in Toronto, Can- 
ada. The session will take place 
May 9th at the King Edward 
Sheraton Hotel. 

William D. Hedden and Ken- 
neth B. Curtis of Calvin Produc- 
tions, Inc., Kansas City, Missouri, 
will present a paper in this ses- 
sion on “Early 8mm Sound De- 
velopments,” showing that al- 
though some of the recent interest 
in the 8mm field began to flourish 
after the introduction of several 
8mm sound projectors, much re- 
search and development had been 
done previously. 

Roundup of 8mm Equipment 

An historical resume of the 
work of the late Lloyd Thompson 
will give attention to the sound 
projection equipment he intro- 
duced and some of the film pro- 
cedures that he utilized to make 
release prints. 

Eyre Branch of Noel Enter- 
prises, Hartsdale, N. Y., (a Bust- 
NESS SCREEN contributing staffer) 
will present an “8mm Magnetic 
Sound Equipment Round-up,” re- 
viewing the latest in 8mm sound 
projectors, cameras and magnetic- 
striping equipment. Types of pro- 
jectors will be described and il- 
lustrated, including: (1) built-in 
sound couplers operating with 
tape recorders; (2) conversion to 
sound by addition of separate re- 
cording and playback heads; and 
(3) complete 8mm _ magnetic 
sound and playback 
units 

R. G. Hennessey of the Indus- 
trial Products Division, Fairchild 


recording 


Camera & Instrument Corp., Yon- 
kers, N. Y., will discuss “8mm 
Magnetic Sound Film in Audio- 
Visual Applications,” presenting 
equipment advantages in compari- 
son with previously existing ma- 
chines, results of tests, and de- 
tailed descriptions of various ap- 
plications. 

“Educator Looks at 8mm Sound” 


Louis Forsdale, of the Horace 
Mann-Lincoln Institute of School 
Experimentation, Teachers Col- 
lege, Columbia University, New 
York City, will present his views 
as “An Educator Looks at 8mm 
Sound Film.” The development of 
8mm sound film suggests impor- 
tant advances for film in educa- 
tion, he. believes, including in- 
creased utilization resulting from 
decentralization of film libraries, 
increased use of film by small 
groups and individual learners, 
expanded lists of titles, new uses 
in research, and exploitation of 
local production possibilities. 

Other speakers and their topics 
include: Steve Knudsen of lowa 
State University, Ames, lowa, 
“8mm and the Classroom Film 
Library, its Potentials and Re- 
quirements”; Richard C. Gear- 
hart of Cousino Electronics Corp., 
Toledo, Ohio, “An Endless-Loop 
Magazine for Projection of 8mm 
Film; Silent and Magnetic Sound,” 
and Fred E. Aufhauser of Vicom 
Inc., Rochester, N. Y., “Rear 
Projection of 8mm Sound Prints.” 


* * * 
General Film Labs’ Report on 
Film Usage Indicates Increases 


* General Film Laboratories, film 
processing division of Pacific In- 
dustries, Inc., reports that it 
turned out more footage of com- 
pleted film for motion picture and 
television use in its Hollywood 
facilities in the first three months 
of 1961 than in any previous 
three-month period. 

William E. Gephart, president 
of General Film, said the com- 
pany’s Hollywood lab processed 
approximately 25 per cent more 
film in the first quarter of 1961 
than in the same period of 1960. 

He described the increase as 
being part of the generally bright- 
er outlook, with both color and 
black-and-white film usage  in- 
creasing. The long-term outlook 
continues to indicate that the 
processing of industrial and teach- 
ing films will be increasingly im- 
portant to the General Film Di- 
vision as new uses are found. & 


BUSINESS 


CUTS CAN MEAN 
INFECTIONS 


And supposed wrongs in the 
minds of your employees, based 
on misunderstandings and lack of 
facts, can mean trouble. 

Stop it before it gets started .. . 
by developing supervisors who 
are alert to detect grievances . . . 
who have the know-how to handle 
them with an appreciation of 
human feelings. 

Develop trouble-stopping super- 
visors with: 


“HANDLING GRIEVANCES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB” 


@ “INTERPRETING 
COMPANY POLICIES” 


“THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 


“INDUCTION AND 
JOB INSTRUCTION” 


“MAINTAINING 
DISCIPLINE” 


“PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


Write for details concerning preview 





Guided FILM Missiles 


ROCKET 


Cy 


~~” INC 
PICTURES 


6108 Santa Monica Boulevard 
Hollywood 38, California 
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IT’S THE PICTURE THAT COUNTS... 


“A child reaches out and the helping hands of The Greater all the facets of film-making—are of the highest artistic 
New York Fund answer .. .” a poignant moment narrated and professional standards. 


by RGiie Aine, 69 we wilhens a Ceseetien ecume Himes For quality motion picture production, more and more 
by MPO with startling realism. map: ‘ ‘ 


quality accounts have found that it costs no more to 
This fund-raising motion picture for The Greater New trust their film projects to a creative producer ... MPO. 


York Fund aptly demonstrates the research effort, in- To learn more about MPO’s creative staff and studio 
finite care and integrated skills that are combined at facilities, or to arrange a screening of recent MPO pro- 
MPO. Script, casting, direction, photography, editing — ductions, call Judd Pollock at MU 8-7830 in New York. 


MPO Productions, Inc., a subsidiary of MPO Videotronies /15 East 53rd Street, New York 22, N. Y./also in Detroit, Chicago, Hollywood 
/ 
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_GOMPCO 


professional quality seels and cans 
are preferred by... 


CORONET 
FILMS 


WORLDS LARGEST PRODUCER 
OF COUCATIONAL Fumes 


Only Compco offers “a new dimension in 
quality” recognized and accepted by leaders 
in the movie making industry. Compco’s su- 
periority is attributed to a new, major 
advance in film reel construction—result 
ing in truly professional reels that rur 
truer. smoother, providing lifetime protec 
tion to valuable film. Compco reels and 
cans are finished in a scratch-resistant 
baked-on enamel, and are available in al! 
16 mm. sizes—400 ft. thru 2300 ft. For details 
and prices write to 


COMPCO corporation 


1800 N) Spauiding Ave.. Chicags 47, tii 





the picture: 
the client: 
the producer: 


MEDICAL FILMS GROWING AUDIENCE 


American Medieal Assn. Film 
Bookings Are Up 34% in 1960 


Increased use of films by medical societies 
during 1960 is reported for the American 
Medical Association’s Film Library. 

A total of 7,570 bookings from the Film 
Library in 1960 shows an increase of 3444% 
over 1959's total. The 1960 figure compares 
with 1,572 bookings in 1951. During the 10- 
year period ending in 1960, the Film Library 
has completed 37,693 bookings. 

Medical Societies Book 479 Films 

During the year 282 medical societies used 
479 films from the library, an 85% increase 
over 1959's figures of 151 societies using 258 
films 

Ralph Creer, AMA director of Medical Mo- 
tion Pictures and Television, reports that the 
library now has 1,066 prints of 254 subjects. 
There are 725 prints of 172 medical subjects 
for professional audiences and 341 prints of 
82 health films for lay audiences. 


Hospitals Are Most Active Film Users 


Civilian hospitals account for the greatest 
use of AMA films, with 2,307 films loaned to 
hospitals in 1960, compared with 1,499 in 
1959, an increase of 54%. 

Creer said that 96% of the medical schools 
in the U. S. borrowed films in 1960; 83 medi- 
cal schools used 975 films last year, a 7% in- 
crease over 1959. mg 


The Delta Orinoco‘ 


Creole Petroleum Corp. 
Willard Pictures, Inc. 


45 West 45th Street, New York 


AMERICAN MEDICAL ASSOCIATION 
Film LIBRARY BOOKINGS —_— 
195) . 1960 


ws ws2 ~s) se rss wee ws? se wn 1960 
Chart shows 10-year pattern of steady growth 
in film distribution by A.M.A. Film Library. 


Veteran Staffer Returns to Magazine 

H. L. Mitchell, San Marino, California, has 
succeeded Edmund Kerr as Western represen- 
tative of BUSINESS SCREEN. Herb Mitchell be- 
gan his career with us in the early 40’s and 
has resumed his post during Mr. Kerr’s pro- 
longed illness. He will also cover San Fran- 
cisco and Denver. Gd 
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NOW! 


Super-speed 
Anscochrome processing 


... Anywhere! 


Now you can get all the benefits of 
the superior color rendition of 
Anscochrome® 16mm film, the 
superior speed of Super Ansco- 
chrome 16mm (E.1. 100) plus rapid 
processing service virtually at your 
back door. These laboratories also 
offer color duplicating and other 
services. Use Ansco and get qual- 
ity plus service. Ansco, Bingham- 
ton, N.Y., A Division of General 
Aniline & Film Corporation. 





MORTIFEE MOVIE CORP. LTD. 
ag P. 0. BOX 6400 
1250 RICHARDS STREET 
VANCOUVER 3, CANADA 


e 
~——~roroe MOTION PICTURE LABORATORIES 
306 FAIRVIEW NORTH 
SEATTLE, WASHINGTON 


CINE-CHROME LABORATORIES, INC. 
4075 TRANSPORT STREET 
PALO ALTO, CALIFORNIA 


FILMSERVICE LABORATORIES 
a 1165 NORTH 5TH STREET 
SAN JOSE, CALIFORNIA 

4)——__ 


(wa) 


FILMSERVICE LABORATORIES * 
6327 SANTA MONICA BLVD. 
HOLLYWOOD, CALIFORNIA 


HOUSTON COLOR FILM LABORATORY, INC. 


230 WEST OLIVE STREET 
BURBANK, CALIFORNIA 


FRANK HOLMES LABORATORIES * * 
1947 FIRST STREET 
SAN FERNANDO, CALIFORNIA 


HOUSTON MOTION PICTURE SERVICE 
266 7TH AVENUE 
SAN DIEGO, CALIFORNIA 


CAPITAL FILM SERVICE 
224 ABBOTT ROAD 
EAST LANSING, MICHIGAN 


FILMCRAFT LABORATORIES, INC. 
2041-43 EAST 46TH STREET 
INDIANAPOLIS 5, INDIANA 





ANSCO 16MM LABORATORIES 


2299 VAUXHALL RD. 
UNION, N. J. 


247-59 EAST ONTARIO ST. 
CHICAGO 11, ILL. 
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JOHN A. COLOMBO 
114 PANDORA AVENUE 
KITCHENER, ONTARIO, CANADA 


ASSOCIATED SCREEN INDUSTRIES LTD. 
2000 NORTH CLIFFE AVENUE 
MONTREAL 28, QUEBEC 


PHOTO-TECH MOTION PICTURE & COLOR LAB. 
200 EAST FIRST STREET 
SALT LAKE CITY, UTAH 


WESTERN CINE SERVICE 
—_114 EAST EIGHTH AVENUE Ld 
DENVER, COLORADO 


VIDEO FILM LABORATORIES 
350 WEST SOTH STREET 
NEW YORK 19, NEW YORK 


F & M MOVIE SERVICE 
515 TAFT STREET 
HOUSTON 5, TEXAS 


Ml 16MM ANSCOCHROME PROFES- 
SIONAL, ANSCOCHROME (PNI), 
AND SUPER ANSCOCHROME 


A 35MM REVERSAL LABS 
ANSCOCHROME AND 
COLOR SLIDE DUPING 


*PROCESS CAMERA FILM ONLY 
** PROCESS DUPE FILM ONLY 





Ansco 


I 
Professional Motion Picture | 
I 








CAN SALES 
BE MADE 
BEFORE 

A CALL? 


Let's say you're interested in a sales 
development program that gives your 
men a clearer understanding of the 
essential elements in a successful 
sale. 


You'll find this Better color sound 
slideflim training program offers stim- 
ulating ideas, like: 
“Sales should be made mentally 
before calls are begun. . .” 


That's just one of the themes on which 
resultful sales training meetings can 
be developed with ease, and a min- 
imum of effort on the part of the 
sales director. 


Closing the Sale 


This dynamic filmstrip takes only 15 
minutes . . . shows salesmen how to 
make presentations aimed at closing 
the sale from the moment of the 
opening remark. 


ONE IN A SERIES OF DRAMATIC 
COLOR SOUND SLIDEFILMS: 


"Selling Is 
Mental” 


WRITE TODAY FOR DETAILS 
CONCERNING A PREVIEW 


thy — 
BETTER 
Selling Bureau 


MM 


6108-B Santa Monica Boulevard 
Los Angeles 38, California 





What’s NEWS in Visual Communication 


Wertheimer Is Named President 
of Radiant Manufacturing Corp. 

Adolph Wertheimer, a long- 
time leader in the a-v industry, 
has assumed the presidency of 
Radiant Manufacturing Corp.., 
8220 N. Austin Ave., Morton 
Grove, Ill. 

Wertheimer joined Radiant in 
1940, one year after its founding, 
taking complete charge of sales, 
distribution, merchandising and 
advertising. He was later sales 


Adolph Wertheimer 


vice-president and became execu- 
tive vice-president in 1952. 

Wertheimer, recognized as an 
outstanding authority in the 
photographic industry, was active 
in both manufacturing and sales 
long before coming to Radiant. 
He previously owned and oper- 
ated manufacturing plants in Ger- 
many and headed sales for the Al- 
bert Specialty Company, manu- 
facturers of photographic equip- 
ment. 

Retiring president Harry Eller 
leaves Radiant to assume the 
presidency of Panacolor Corp., 
Los Angeles, marketing a “revolu- 
tionary new method” of printing 
color motion picture film. 4 


Modern Opens Toronto Office for 
Film Distribution in Canada 

Distribution of sponsored mo- 
tion pictures throughout the Do- 
minion of Canada is now being 
offered to business concerns and 
other clients by Modern Talking 
Picture Service. The company has 
opened an office at 140 Merton 
St., Toronto, Ont. 

The new office will serve as a 
film library for the distribution of 
prints to television stations, 
schools and community groups 
across Canada. It will also serve 
as a Sales office for Canadian 
clients interested in film distribu- 
tion in Canada or in the United 
States. 

John A. Brown of Toronto is 
the manager of the office. Ld 


* * 2 


Robert Frost, Philosopher-Poet 
in Action in New Documentary 

Robert Frost, the philosopher- 
poet whose commemorative poem 
was heard by millions during the 
Inaugural ceremonies of President 
John F. Kennedy, is the subject of 
a new documentary film released 
through United World Films. 

Produced by the U. S. Office 
of Information, the 25-minute 
color film Robert Frost takes its 
viewers to the home of the poet 
and shows how he lives and 
works. 

His readings of some of his own 
poems are a highlight of the film 
which is designed to honor and 
promote a wider knowledge and 
appreciation of one of the most 
important contributors to the 
American cultural scene. 

For information on rental or 
purchase write United World 
Films, Inc. (Government Dept.), 
1445 Park Avenue, New York 
ae, ME, 


7 Choices of Professional 


Motion Picture Service: 


. Location Photography 16/35mm 
. Film Strip Photography 

. Optical Sound Recording 

. Editing “A & B” Rolls 

. Animation 16/35mm 


. Narration-Titling 


. Script & Filming Consultation 


for full details, call, write or wire 


North American Motion Pictures 


2100 Keith Bidg. 
Cleveland, Ohio 
Phone MAin 1-7824 


1330 Kuntz Rd. 
Erie, Pennsylvania 
Phone UNion 4-2288 


BUSINESS 


NOW... for 
Ektachrome 
users... 
ONE-DAY SERVICE 


on 16 mm 


COLOR 
PROCESSING 


Licensed by Kodak 


3¢ ft. 
6¢ ft. 


Chemical and 
sensitometric 
controls to rigid 
Kodak standards. 


EKTACHROME 
COMMERCIAL 


EKTACHROME 
ER FILMS 


TEXAS INDUSTRIAL 
FILM COMPANY 


2528 NORTH BLVD. 
JA 9-4377 


HOUSTON 


48 


HOURS 


Camera to 
Color Print 


Let us process your 
Ektachrome camera 
film, assemble it, 
make a 
COLOR (11¢) 
B&W (6¢) 
print with printed edge 
numbers, then ship to you 
within 48 hours after 
receipt of your original. 


Write for 
complete laboratory 
price list. 
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“were 


# modernizing 


What leads veteran film producers to “retool” with ARRIFLEX, as reaper oes BEN, 
their assignments become more and more challenging? ARRIFLEX corporation oF AMERICA 


é - 257-3 Park A 
The answer has been spelled out with persuasive certainty over Arri’s sitar apetachgy 


young, dynamic history —in terms of rugged precision, versatility, and 
money-saving advantages. 


Without obligation, I would like: 


0 LITERATURE 
() DEMONSTRATION 


C) on ARRIFLEX 16 
Hundreds of industrial and theatrical film producers use ARRIFLEX | ( on ARRIFLEX 35 


16mm and 35mm cameras exclusively. In many cases, Arri equipment 
was first tried experimentally. ..then swiftly took over the lion’s share 
of production filming. 


Have you ever handled an Arriflex? You can get to know its exceptional 
features by writing to us for detailed literature ...or to arrange a dem- 
onstration through one of our franchised dealers. 


. AR R R | E Le 4 CORPORATION OF AMERICA 
LA : yg a LS 257 PARK AVENUE SOUTH, NEW YORK 10, N. Y 
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PARTHENON PICTURES 


—_— 
22a 


HOLLYWOOD 
RE-RUN FOR THOSE WHO 
HAVE REQUESTED 
REPRINTS 
re 


In the course of discussions with 
a client about certain complerities 
which being pressured 
his picture, it became 
erystallize in words 
principles on which 
makers have always 
built their work. 


NOTE ON SIMPLICITY 


True simplicity is an elusive qual- 
ity, and very rare. But many 
forms pass for “simplicity.” There 
is the simplicity of paucity, where 
that’s all the man knows about 
the subject and hasn’t had time to 
fog it up with complex construc- 
tions and long words. Then there’s 
the simplicity of selection—this is 
getting closer to it; it at least 
sloughs off and discards a lot of 
irrelevancies and items which, 
though relevant, aren’t really fun- 
damental to the subject. 

But, to me, the real simplicity is 
the simplicity of distillation. Here 
you start with the whole complex 
subject and distill it down to its 
utter essence ... you boil off not 
just the irrelevancies, but the ex- 
planatory material and 
mental aspects—and you distill 
down to the syrup. To switch 
metaphors, you start with the bush 
covered with flowers, trace the 
branches back to the main stalk, 
follow down the stalk to the 
ground, and then at the bottom of 
the original root you find the seed 
from which the big, showy bush 
grew. True simplicity is that seed. 
Here’s an example. 
graph _ record-album 
Story of Jesus,” Side 3 permitted 
exactly eight seconds to tell the 
audience (children aged 6 to 9) 
why Jesus’ teachings endured 
when the many other prophets of 
the time were soon forgotten. Why 
was He different? I put the ques- 
tion up to our pastor advisors and 
got a succession of 5,000-word 
confusing roundabouts. I read 
them, I studied the four Gospels 
in a half dozen _ translations, 
thought long and hard, and finally 
got the answer from my wife: 


were ito 
necessary to 
one of the 

good film- 
instinctively 


develop- 


For a phono- 
called “The 


“Until Jesus came, people had 
always been afraid of God.” 
At first glance, this seems too sim- 
ple. But when you think it 
and roll it around in your 
you find that in those few 
is the from which the 
pels could be written and on which 

a church was founded. 


over 
mind, 
words 


seed Gos- 


. the 
. but, for 
the sim- 


The simplicity of paucity . . 
simplicity of selection . . 
real—and for good films 
plicity of distillation. 
Cap Palme? 


PARTHENON PICTURES 
Cap Palmer, Exec. Producer 
Hollywood 26,—DUnkirk 5-3911 
Chicago 


Princeton Detroit 





WASHINGTON FILM 


COMMENTARY 


by Mary Finch Tanham 
Washington Correspondent for Business Screen 


Iilinois Central Film Aids 
Railroads” Labor Hearings 

When the Presidential Commis- 
sion concerned with railroad 
“featherbedding” met on Capitol 
Hill last month to discuss the fea- 
sibility of placing a third man 
(fireman) in electric railroad cabs, 
three out of four hours of the 
hearing were devoted to audio and 
visual testimony. And a convinc- 
ing show it was! 

Before members of the Com- 
mission, the American Railroad 
Association unfolded a_ twenty- 
foot-long, push-button, — techni- 
color-ribboned blackboard to 
demonstrate that “multiple unit” 
(without a fireman) equipment 
can traverse, with ease, the com- 
plicated web of tracks and signals 
that is traversed by conventional 
equipment. It was their contention 
that “MU’s” have been doing it 
for fifty years, that the public has 
accepted this type of operation, 
and that it is safe and logical in 
modern times. 

After the model board demon- 
stration, which was set up to 
simulate both day and night oper- 
ations, members of labor, man- 
agement and Commission officials 
viewed The One Man Transporta- 
tion Story—a one hour and forty- 
five-minute, 16mm _ sound-color 
film trip in an electrified Illinois 
Central cab on lines radiating out 
from Chicago. 

J. T. Hawkinson, Manager of 
Illinois Central’s Audio-Visual 
Department, filmed the unusual 
presentation, which included fine 
underground subway scenes shot 
in natural lighting with high-speed 
film. By filming actual railroad 
operations—which placed the au- 
dience in the engineer’s seat—the 
railroad management dramatically 
and persuasively projected their 
side of the story. 

a * x 
“Time of Migration” Wins 
Plaudits for Potomac Films 


The “alewife” is a _ strange, 
fresh water herring which lives in 
the secret fathoms of the sea for 
part of every year, and struggles 
up the Cape Cod streams to 
spawn in early spring. The suicid- 
al drive of this creature to per- 
petuate life is the subject of a 
rich, beautiful new film called A 
Time of Migration. Nick Noxon 
of Potomac Films, Inc., wrote and 
directed the 13-minute educa- 


tional film which is based on John 
Hay’s book, “The Run.” 

The drama of inland spawning 
has been sensitively photographed 
by Gregory Knowles and is ac- 
companied by original violin 
music by Ron Riddle, particularly 
suitable for the scenes of tumbling 
streams. Sylvia Betts edited the 
film and Molly Noxon was Assist- 
ant Director. John Daly narrated 
A Time of Migration, which will 
be shown in theaters, schools and 
on television. 


a o* ad 
Wildlife Federation 
Sees “Runways in the Wild” 


*& General Thomas D. White, 
Chief of Staff of the U. S. Air 
Force, and a small, select group 
of National Wildlife Federation 
and Remington Arms Company 
Officials recently pre-previewed a 
new conservation film, titled Run- 
ways in the Wild. 

The Air Force-sponsored film, 
which includes refreshingly primi- 
tive aerial shots of Florida for- 
ests, demonstrates how natural re- 
sources at defense installations are 
being managed for recreation, by 
both military personnel and the 
general public. 

A premiere of the new film was 
a feature of the 25th annual con- 
vention of the National Wildlife 
Federation which recently con- 
vened in the fabulous new Wash- 
ington headquarters building 
which features blue and white 
stone bas-relief of nature sub- 
jects on its exterior. 

This 14-minute sound-color 
film was filmed in 16mm by Doug- 
las Productions, Inc. of Chicago. 


National 


NASA Has 750,000 Feet of 
Space Footage in Depository 
*& Commercial film producers who 
use right-up-to-the-minute space 
subject stock footage are discover- 
ing a wealth of material in the Na- 
tional Aeronautics & Space Agen- 
cy’s Central Film Depository in 
Washington. 

Housed in Byron Motion Pic- 
tures, the space agency depository 
has, in less than one year, amassed 
roughly 750,000 feet of film. 
Nearly 80 percent of this film has 
been shot at Cape Canaveral, and 
the rest is representative footage 
of research and development sub- 
jects from NASA centers. 

William Gratrix and Glenice 
Johnson are in charge of the bur- 
geoning project; they have gath- 
ered close to 500 indexings based 
on the Navy cataloguing system. 
This cross index file provides an 
expeditious way to uncover, scene 
by scene, all material on space 
and aeronautical subjects. Infor- 
mation may be obtained from 
them at 1226 Wisconsin Ave., 
N.W., Washington 7, D. C. At the 
present, search time and services 
are free, although NASA asks that 
rough outlines of requirements ac- 
company requests for stock foot- 
age. For cases when lots of mate- 
rial is needed, NASA reviews 
scripts. Stock footage is available, 
of course, at no cost to the gov- 
ernment. 

x * os 
Norm Willis Joins Wyeth to 
Head Up Writing, Production 

Wyeth Laboratories, Inc., of 
Radnor, Pennsylvania, announces 
that Norman Hunt Willis, former- 
ly with Scripts by Oeveste Gran- 
ducci, Inc., has been named head 
of the writing and production staff 
for Wyeth’s medical and informa- 
tional films. 

Willis, before joining Granduc- 


Below: Presidential Commission hears attorneys for nation’s railroads 
and labor groups. Model track and signal board is shown at the left. 


BUSINESS SCREEN MAGAZINE 





reasons why we think 
we’re the best in the business: 


FIRST, we think your film should be handled by experts. That’s why 
we employ the largest staff of color film specialists in the motion 


picture industry— people who take extra care with every job. 


SECOND, we know you want flexibility of presentation. That’s 
why complete processing and release print service is provided for any 


size film— all your requirements will be satisfied. 


THIRD, we think you appreciate fine products. And Technicolor 
traditionally offers the ultimate quality in film. 


CONCLUSION: Your films can be processed only once, and you 
want the job done right. We have 46 years of experience in the art of 
manufacturing world famous color projection prints. You don’t take 


chances with Technicolor. 


TECHNICOLOR CORPORATION 


Sales Department, Motion Picture Division « 6311 Romaine Street, Hollywood 38, California « Tel. HOllywood 7-1107 
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WASHINGTON 
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ci, was film specialist in the Flight 
Propulsion Division of General 
Electric in Cincinnati, Ohio, and 
was with the Asphalt Institute and 
the Naval Photographic Center. 

His new position will entail 
overseeing production of films 
which will be commercially pro- 
duced, and writing and directing 
films which will be produced by 
Wyeth’s own film unit. 

* * * 

Film Council, SMPTE Audience 
View USIA’s Prize Pictures 

The Society of Motion Picture 
and Television Engineers and the 
Washington Film Council joined 
forces on Friday, March 24, to 
view award-winning U.S.I.A. films 
in the smart new Department of 
State Auditorium. Among the 
films presented, under the direc- 
tion of Wilbert H. Pearson, Chief, 
Attestation & Review Staff of 
U.S.LA., were Robert Frost; 
Charlie Russell's Friends, and the 
Academy Award Nominee film 
Beyond Silence. 

* + *& 

Peevyg Acting Chief at VA as 
Beattie Ends 40-Year Career 


Mr. Joseph F. Beattie of the 
Veteran’s Administration has re- 
tired from the government after 
40 years’ service, most of which 
was connected with the visual 


( 


communications program of this 
agency. Mr. Luther C. Peevy, 
management analyst of the VA, is 
presently serving as acting chief 
of the Visual Aids Division. 


aa a 


Coe-Peacock, Inc., Debuts as 


New Script-Production Firm 


Coe-Peacock, Inc., is the name 
of Washington’s newest script- 
writing and production coordinat- 
ing services firm located in the 
Woodmont Triangle Bldg., 8030 
Woodmont Ave., Washington, 
D.C. Under the direction of 
Lowry Coe and Clifford Peacock, 
formerly with Scripts by Oeveste 
Granducci, Inc., Coe-Peacock will 
specialize in motion pictures, 
sound slidefilms, slide presenta- 
tions, meeting programs, training 
programs, and film reports for 
commercial, in-plant, military 
and government producers. 

Lowry Coe has had 13 years’ 
experience in the non-theatrical 
film industry; he was, for five 
years, with the Naval Photo- 
graphic Center in Washington, 
and was with Granducci for eight 
years, where he served as vice- 
president, secretary and member 
of the Board of Directors. 

Clifford Peacock was formerly 
a writer-director with WTVR-TV, 
General Electric, and the Martin 
Company of Baltimore. He is a 
specialist in space and missile 
films and has won many awards 


in this field. He, too, served as 


A 


i a 
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f CREATIVE PLANNING FOR VISUAL PRESENTATIONS 
re $408 Wisconsin Avenve, Nortuwest* Wasnincton 16, D. C.* Emerson 2-8200 


vice-president and member of the 
Board of Directors in Granducci’s 
well-known company. 
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Revenue Service Releases 
Film “The Inevitable Day” 


The Inevitable Day comes for 
every American citizen sooner or 
later, which accounts for the title 
of a new, light film about a very 
dull, taxing subject—the Internal 
Revenue Service. 

Like Halloween, New Year’s 
Eve and the Fourth of July, every 
year the inevitable day arrives 
when 5 billion dollars in taxes are 
collected by IRS—and almost 
one-half that amount from _per- 
sonal income. It’s a fascinating 
story when one peeks behind the 
scenes, and Gene Starbecker has 
written and directed a breezy, hu- 
man documentary of this govern- 
ment agency which reveals all. 

The film covers every conceiv- 
able operation—from the elec- 
tronic machines, which will even- 
tually provide a master file on 
tape of every taxpayer, to an 
amusing account of what one does 
if he disagrees with a tax finding 
against him. Animated TV spots, 
woven nicely into the film story, 
provide moments of levity after 
necessarily long information about 
tax forms has been explained. 

In another typical scene, when 
a high school boy tells his father 
what he has learned about deduc- 
tions in one of the new high 


school “tax education” courses, 
we find the father flat on his back, 
with one red-soxed foot on a sofa 
and the other in his wife’s lap, be- 
ing darned. 

The film employs professional 
actors in various agent roles, but 
uses actual office operations to 
highlight many important func- 
tions. 

Claude Rains, noted stage, 
screen and television actor, nar- 
rates sections of the film in which 
performers do not actually speak. 

Ralph Lopatin Productions of 
Philadelphia produced the film 
under the supervision of the IRS 
Public Information Division and 
Mr. Charles Lammond, Informa- 
tion Officer. 

* * * 
Interior Secretary Receives 
Awards from Sir Harold Caccia 

Sir Harold Caccia, British Am- 
bassador to the United States, re- 
cently presented diplomas of par- 
ticipation in the Edinburgh Inter- 
national Film Festival to Secretary 
of Interior Stewart L. Udall for 
the well-received sound-color films 
The Whooping Crane and Salm- 
on—Catch to Can. 
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Washington Junior Leaguers 
Sponser Sid Davis Films 


When the Junior League of 
Washington decided to purchase 
ten Child Protection films for loan 
to TV stations, District schools, 
Scout groups, PTA and church 
groups, the films were instantly 
booked solid for six weeks ahead. 

These films, produced by Sid 
Davis Productions, Hollywood, 
with the cooperation of the Los 
Angeles suburban schools and 
Police Department, are titled 
Strangers and Name Unknown. 
The League, in keeping with its 
policy about most projects, hopes 
to interest other groups to buy 
their own copies of films for wider 
and continued circulation. 


* ok * 
There's “Accent on Hay” in 
This New Holland Picture 


... Accent on Hay is the offoeat 
title for a 10-minute film just pro- 
duced for the New Holland Ma- 
chine Co. of New Holland, Penn- 
sylvania, by Bill Gage of Wash- 
ington’s newest film company, 
Film Services, Inc. The film com- 
bines live action and animation 
and was designed to double as a 
sales film and a statistical report 
about farm machinery. It 


* * * 


FoR ALL THE FILM NEWS 
LOOK TO BUSINESS SCREEN 


BUSINESS SCREEN MAGAZINE 








This slide was made + a the new 


PolaLine 


high cont 


rast slides 


Projection F 


with sharp a 


Polaroid 


ilm. Now aii can make 


lean lines 





like this) with a standard Polaroi 


Camera. 


only 10 


What's more, 





conds devel 


this new fi 


opment time. 


d Land 
lm requires 


Still 








available for continuous tone sli 


Types 46 land 46-L tramsparency fi 





NUMBER 2 © VOLUME 22 * 1961 





des are 


lms. 











See the difference... 


when 16mm Color Specialists process prints! 


‘It's yust plain “horse sense” to 

give this outfit a whirl. Over 22 years 
of specializing in 16mm Color 
printing guarantees finest quality 

Color Prints in the business— 

and that’s straight from the 


horse’s mouth!” 


7936 Santa Monica Bivd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


State of Maine Reports Figures 
on Agriculture Department Films 
® Television audiences totalling 
more than 18 million viewers dur- 
ing the last six months of 1960 
saw motion pictures describing 
Maine’s agriculture and its food 
products, the State Department of 
Agriculture reports. 

One hundred and ten stations 
in states east of the Mississippi 
River gave 366 free public serv- 
ice showings of documentary films 
selected from the Maine depart- 
ment’s list of 13 subjects. The 
most popular titles were Market 
Man, a November, 1959, release 
depicting a joint Federal-State 
project to improve distribution of 
Maine Potatoes, and Potatoland, 
a 1957 picture. The two top films 
had 42 and 41 television show- 
ings, respectively. 

H. G. Hawes, department pub- 
licity director, who produced the 
films and distributes them from the 
department’s Augusta office, said 
three other subjects, Part-Time 
Farmer, Climate and the Apple, 
and Maine Barbecue, each had 35 
showings on the air. Maine Barbe- 
cue is also distributed to theaters 
in the North Atlantic coastal 
states, and had 195 such bookings 
before audiences of 281,399 dur- 
ing the six-month period. Va 

co * * 


Revised American Standard Cites 
35mm Sound Test Film by SMPTE 


* For use by theatre owners, 
projectionists and acoustical engi- 
neers, a new revised American 
Standard cites a test film for 
qualitatively checking and adjust- 
ing 35mm motion-picture sound 
reproducers and judging the acous- 
tical properties of auditoriums. 

Approved by the American 
Standards Association as “Ameri- 
can Standard Theatre Sound Test 
Film for 35mm _ Motion-Picture 
Sound Reproducing Systems, 
PH22.60-1959,” the new stand- 
ard is a revision of one approved 
in 1948. Now it specifies a 35mm 
film which may be used to deter- 
mine sound reproduction and the 
efficiency of acoustical systems. 

The test film contains samples 
from studio feature pictures, and 
also examples of typical release- 
print material intended to provide 
a check on reproduction. This in- 
cludes volume range, frequency 
response, system noise, power- 
handling capacity and flutter. 

A 500-foot test film made in 
accordance with the American 
Standard has been produced by 
the Society of Motion Picture and 
Television Engineers, the admin- 
istrative sponsor of the project. & 
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educational 


Don’t get too educational when you make an educa- 
tional motion picture. True, you usually have a cap- 
tive audience, a group in a special field willing and 


eager to learn; but “educo” still means to bring out 


pictures 


not to push in. Be gentle with the ladle. Be generous 
with the inspiration, the application, and the “what’s- 


in-it-for-me.” 
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American Bosch Arma Corp. 
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pene ee as Thal National Cancer Institute 


& Foundry Co. National Cotton Council 


American Telephone Port of New York Authority 


& Telegraph Co. 
Babcock & Wilcox Co. 


E. I. duPont de Nemours 
& Co., Inc. 


Schering Corp. 

E. R. Squibb & Sons Div. 
The Texas Company 
Union Carbide Corp. 





Frank K. Speidell, President 
P. J. Mooney, Secretary & Treasurer 


Vice-President, Sales: 


T. H. Westermann 


Ethyl Corporation 
The Gillette Company 
McGraw-Hill Book Co. 


U. S. Navy 
Western Electric Co. 


Westinghouse Electric Corp. 


—and many, many others 


Producer-Directors: 


Frank Beckwith 
L. S. Bennetts 


Alexander Gansell 
H. E. Mandell 


Harold R. Lipman 
Erwin Schart 





OUALITY-BILT 
Film Shipping Cases 


e Best quality domestic fibre 
e Heavy steel corners for 
added protection 

¢ Durable 1” web straps 

e Large address card holder 

with positive retainer spring 

e Sizes from 400’ to 2000’ 

OTHER “QUALITY-BILT” ITEMS: 

Salon Print Shipping Cases 

Sound Slidefilm Shipping Cases 
(for Transcriptions & Filmstrips) 

2” x 2” Glass Slide Cases 

Filmstrip Shipping Cases (hold up 
to 6 strips plus scripts) 


Write direct to 
manufacturer for catalog 


WM. SCHUESSLER 


361 W. Superior St., Chicago 10, Ill. 





AUTHORIZED ‘RCA’ DISTRIBUTOR 
e 
16MM SOUND EQUIPMENT 
7 
SALES, SERVICE, PARTS, TRADES 
Free Illustrated Booklet, ‘C’ 
NATIONAL CINEMA SERVICE 
71 Dey St. © WO. 2-6049 @ N.Y. 7 





Authentic Look at Yesterday— 


“Flickers” of 1910 Recreated by Jamieson 


Authenticity in motion pictures 
can be carried a long way 
and when it is convincingly ap- 
plied to production equipment, 
that deserves note. 

Production of a series of tele- 
vision commercials by Jamieson 
Film Company, Dallas, Texas, 
called for re-creation of scenes 
from the period circa 1910. Spon- 
sor was Blue Plate Foods, Inc., 
through Fitzgerald Advertising 
Agency, New Orleans. 


Props Selected With Care 


Meticulous care was taken by 
the Jamieson crew in assembling 
the obvious props—period cos- 
tumes for the four principals were 
slavishly copied, accurate sets 
were chosen, and even an original 
1910 Locomobile was unearthed 
to add authenticity to one of the 
series. 

But, sticklers for detail, they 
decided to go a step further and 
recreate the old “flickers” of 1910 
to take viewers back to the early 
days of the cinema. Problem was, 
though, that modern film process- 
ing and cameras are specifically 
designed for smooth action and 
pictures of high photographic 
quality. 


Use Old Hand-Crank Camera 


An immediate solution was the 
use of an old Bell & Howell hand- 
crank camera, retired to a Jamie- 
son some thirty 
years. Because of its hand-crank 
motion, the old Bell & Howell did 
a good job of duplicating exactly 
the flickers of a half century ago. 


storeroom for 


But one problem created an- 
other. Chester Gleason, head cam- 
eraman, discovered that the old 
camera itself posed a strange diffi- 
culty. Modern camera crews, ac- 


Original 1910 Locomobile is pic- 
tured in Blue Plate films. 


customed to the completely motor- 
driven equipment of our era, were 
stuck with learning how to operate 
the crude old-timer. Here, Hugh 
Jamieson, Sr., founder of Jamieson 
in 1916, came to the rescue with 
pointers on how “movies” were 
made in the “good old days.” 
Acting of the Old School 

Even Director Jerry Dickinson 
and his talent, schooled in the 
subtle, sophisticated action and 
expressions of modern techniques, 
had to re-learn the old gestures 
and pantomime necessary to tell 
the story without sound. 

And, finally, the film quality 
problem had to be solved by the 
processing lab. The answer came 
in using sound recording film in- 
stead of modern picture negative 
film to get the effect of “moving 
pictures” that grandma and grand- 
pa used to see. i 


co * * 


Hartford’s Constitution Plaza 
Construction Project on Film 
Maher Productions of Weth- 
ersfield, Conn., will produce a 
color motion picture on the in- 


TELIC, INC. @ FILM CENTER ® 630 NINTH AVENUE, NEW YORK 36, N.Y. 
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ception, construction and com- 
pletion of Hartford’s Constitution 
Plaza, it has been announced by 
F. H. McGraw & Company, con- 
tractors for the $50-million urban 
renewal project. 

The film will be a time-lapse 
production covering approximate- 
ly two years of construction. Pat- 
rick Maher, cameraman and head 
of the firm, started assembling 
footage on the construction area 
prior to demolition of existing 
buildings and has a complete film 
record of the project to date. 

Besides historical coverage 
from the time Constitution Plaza 
was a depressed area, the film will 
stress modern methods of con- 
struction, the vast supply of ma- 
terials required to erect the build- 
ings, the veteran “construction- 
eers” who are building it, and 
some of the innovations employed 
in construction of the project. 


oo * * 


A University Is a Teacher; Film 
Shows USC Professors at Work 

The importance of the teacher 
in society is demonstrated in a 
new film from the University of 
Southern California. 

A University Is a Teacher is a 
30-minute film showing eight USC 
professors teaching courses, coun- 
seling students and engaging in re- 
search. The professors were 
chosen by graduating seniors to 
be recipients of awards for teach- 
ing excellence and represent the 
following areas: marketing, inter- 
national relations, mechanical en- 
gineering, biology, educational 
psychology, medical pharmacol- 
ogy, astronomy and religion. 

The 16mm film, in black-and- 
white sound, may be obtained by 
writing the producer—the Film 
Department, Department of Cine- 
ma, University of Southern Cali- 
fornia, University Park, Los An- 
geles 7, Calif. A catalog of other 
films available from the Univer- 
sity will be sent on request. i 
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The film “Frames of Reference” features scientists J. N. P. Hume and 
D. G. Ivey of the University of Toronto in their experiments. 


Opening Young Minds to Modern Science 


A Nebel Prize Winner, Harvard Professor Purcell Is One 
of Men of Science Contributing to Modern Learning Aids 


o~ OF THE American scien- 
tists selected recently by 
TiME Magazine as 1960's “Men 
of the Year” is also one of the 
contributors to a modern teaching 
program that is upgrading high 
school science courses. 

Professor Edward M. Purcell 
of Harvard, who won a Nobel 
award for his “nuclear resonance” 
system for measuring atomic 
properties, is a member of the 
Physical Science Study Commit- 
tee. The PSSC was organized in 
1956 at the Massachusetts Insti- 
tute of Technology when it be- 
came apparent that the teaching 
of physics in American high 
schools was as much as 50 years 
behind the times. 

Modern in Content, Approach 

The committee, composed of 
university professors, high school 
teachers, industrial scientists and 
technical specialists from many 
parts of the country, set out to de- 
vise a new course in physics that 
would be modern both in content 
and in teaching approach. 

Support was given the commit- 
tee by the National Science Foun- 
dation, the Ford Foundation and 
the Sloan Foundation, and the 
committee created a completely 
new course of study. It was tested 


every step of the way in actual 
classrooms. 

Components of the course in- 
clude a new textbook, laboratory 
equipment especially designed to 
bring the student into experi- 
ments, achievement tests, a series 
of paperback books for supple- 
mentary reading, and a series of 
16mm motion pictures. A num- 
ber of institutes have been held 
to train teachers in the use of the 
new course. 

Distributes Film Portions 

The film portions of the courses 
are being distributed for the 
PSSC by Modern Learning Aids, 
a division of Modern Talking Pic- 
ture Service organized for the 
program. 

Like all of the materials of the 
course, they can be used inde- 
pendently of the others; a PSSC 
scientist has correlated the films 
with corresponding chapters of all 
leading texts now in use. 

Advantages of Film Medium 

The advantages of the motion 
picture media were brought into 
account in the aim of the film 
production. Each film was ex- 
pected to meet at least one of five 
criteria—it had to show some- 
thing that was either too big, too 
small, too complicated, too ex- 


Left: “Millikan Experiment” 
shows Dr. A. Redfield of 
1.B.M. performing simplified 
experiment photographed 
through microscope so 
students can see it clearly. 
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MODERN SCIENCE AID: 
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pensive or too remote to be con- 
veniently brought into the class- 
room or performed there. All of 
the films were carefully designed 
to be useful to the teacher—never 
to replace him. 

The quality of the films is noted 
in that one of them was chosen 
as the best high school science 
film at the American Film Festi- 
val of 1960, sponsored by the 
Educational Film Library Asso- 
ciation. 

Dr. Purcell himself may be 
seen in two of the films, /nertia 
and Inertial Mass. In the former, 
as an example of the kind of un- 
usual visual interest created in the 
films, he dramatizes Galileo’s 
principle of inertia by having 
trained fleas pull heavy, but near- 
ly frictionless, hockey pucks on 
dry ice bearings. 

The films are available to all 
schools on a purchase or subscrip- 
tion rental basis from Modern 
Learning Aids at Modern’s film 
libraries in 30 principal cities 
throughout the country. Uy 


* * * 


Medical Groups Produce Film on 
Physician-Hospital Relations 


A Case for Understanding is a 
new motion picture for hospital 
orientation of medical students, 
interns and residents. The film 
was produced by the American 
Hospital Association, with the co- 
operation of the American Medi- 
cal Association, for the Hospital 
Research and Educational Trust 
under a grant from Abbott Labo- 
ratories, North Chicago, Illinois. 

Production of the film was han- 
died by Centron Corporation, 
business communications firm in 
Lawrence, Kansas. 

The relationship of the physi- 
cian to the hospital is the theme 
of A Case for Understanding. At 
its premier showing during the 
AHA’s annual Midyear Confer- 


PnEDLI 


CREATIVE - 


6063 Sunset Boulevard . 


IMAGINATIVE + PROFESSIONAL 


A Complete Service for Your Every Film Requirement 


ence of Presidents and Secretaries 
of Hospital Associations, Robert 
R. Cadmus, M.D., noted that 
hospital medical staff members 
and hospital administrators must 
“talk the same language if the 
best possible care is to be given 
to patients.” 

Improved understanding be- 
tween hospitals and physicians can 
help solve such problems as rising 
costs and personnel recruitment, 
said Dr. Cadmus, director of the 
North Carolina Memorial Hospi- 
tal, Chapel Hill. 

In commenting on the film, 
Daniel P. O’Donnell, assistant 
manager of the Hospital Division, 
Abbott Laboratories, said “We 
hope the film will help to serve as 
a bridge of understanding between 
young doctors and the hospital and 
thereby contribute to the better- 
ment of health care.” 

The film (sound, color, 16mm) 
runs 27 minutes. It may be rented 
from the American Hospital As- 
sociation, 840 N. Lake Shore 
Drive, Chicago 11, Ill., at $6 for 
three days, or may be purchased 
for $150. It is also available on 
loan from the American Medical 
Association and Abbott Labo- 
ratories. Le 

* * * 
Dateline: Washington, Jan. 20— 
Kennedy’s Inauguration Day 
& The historic events of January 
20, 1961, in Washington, D. C., 
are recorded in a 20-minute color 
film, The Inauguration of John F. 
Kennedy. 

The film pictures the important 
happenings of that day from early 
morning till late afternoon, in- 
cluding the ceremonies on the 
East Front of the Capitol and the 
Inaugural Address. 

Highlights of the traditional 
parade are seen as various mili- 
tary units and State delegations 
pass the reviewing stand in front 
of the White House. For informa- 
tion regarding the public use of 
these films address United World 
Films, Government Dept. ht 
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A-V CALENDAR: 1961 


May 7-12 
Assn. of Cinema Laboratories, 
Toronto, Ontario, Can. 


May 7-12 
Society Motion Picture & Tele- 
vision Engineers, 89th semi- 
annual convention. King Edward 
Sheraton Hotel, Toronto, Can. 


Nat'l Academy of Television 
Arts & Sciences Awards, Los 
Angeles and New York. 


May 22-26 
Society of Photographic Scien- 
tists & Engineers, Annual 
Convention, Trade Show. Bing- 
hamton, New York. 


May 23 & 24 
Day of Visuals: Nat’! Visual 
Presentation Assn. Hotel Roo- 
sevelt, New York. 


June 2-3 
Industry Film Producers Assn. 
2nd Annual Convention, 
Trade Show. Miramar Hotel, 
Santa Monica, California. 


June 12-16 
8th Int’l Advertising Film Fes- 
tival, Cannes, France. 


July 10-22 
4th Annual Vancouver Interna- 
tional Film Festival, Van- 
couver, B.C., Canada. 
July 15-20 
Nat’l Institute for A-V Selling, 
Bloomington, Indiana. 


July 17-21 
3rd Annual Visual Workshop, 
U. S. Department of Agricul- 
ture, Washington, D. C. 


July 22-25 
National Audio-Visual Conven- 
tion & Trade Show. Morrison 
Hotel, Chicago, III. 


July 30—August 4 
70th Annual Exposition of Pro- 
fessional Photography and 
9th Nat'l Industrial Photo- 
graphic Conference, New York. 


August 20-26 
University Film Producers 
Assn. Convention, Berkeley, 
California. 


September 13-15 
9th Annual Columbus Film Fes- 
tival, Columbus, Ohio. Entry 
closing date: July 15, 1961. 


October 2-6 
SMPTE 90th Semiannual Con- 
vention, Lake Placid, N. Y. 
November 1-14 


5th San Francisco International 
Film Festival, San Francisco, 
California. 
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Another GIANT Step Forward in 


ANIMATION 
a? ee = 


ANIMATION STAND 


The undisputed performance 
champion in the low-priced ani- 
mation stand field. 


It’s an 

e Animation 
Stand 

e Filmstrip 
Stand 

® Product 
Stage 

® Tilting 
Stand 


Compare these specifications: 

@ Zoom Range 1-30 Field 

© Compound Camera Carriage 
18” E-W, 12” N-S 

@ Tracking Accurate to 1/1000 
of an inch 

Weight 450 Ibs. 14 Accessories 

Available 





MULTI-PLANE TABLE 


for 3 dimensional animation—4 levels 
optically flat water white glass — 
24” x 33” x Ya". Each level inde- 
pendently adjustable—slides freely on 
rails. Stops provided on each level. 


price SOTO ~—"°*5 Rh 
DRAWING 
DISK a eetenemel 


Aluminum with 3 
top and bottom 
pegs—9” x 12” 
cutout with 
frosted glass in- 
sert, outside 
diameter 17” — 
rotates 

Also available 
wjth moveable 

Pegs. 


—— 
rice $45 


— 


4 


In a short but hectic space of 3 years, F & B has 


emerged as one of the leading suppliers of animation 
equipment to suit every purpose. F & B is deeply 
interested in the problems facing film producers, and 
all of these products have been developed only after 
much discussion, consultation and research. All stands 


are custom built and virtually every stand delivered 
has contained adaptations and modifications worked 
out to best meet the individual buyers requirements. 


NEW INDUSTRIAL & AV 
ANIMATION STAND 


A complete professional animation unit for the industrial 


or school studio in a package. 


Specifications: 60” zoom — ' 
manual wheel 1/2” per rev.— 
1-18 field — ground steel 2” 
columns — welded steel base. 
Camera carriage interchange- 
able for movies, stills, enlarg- 
ing, copying, projection. 
Capacity 70 ibs. Compound — 
NSEW movement driven by 
lead screws with hand cranks 
—NS 14”7—EW 18”— 1/10” 
counters on all cranks. Table 


Top—18” x 24”—2 peg bars— 


24” movement, 1/20” scale. 
360° rotation with 1/2° scale. 
Spring-loaded platen with self- 
leveling water white glass. 
Pantograph — attached, right 
side up. Underneath Light Box 


—with 4 sockets—opa! glass. 


Shadowboard—on single post 
swivel. Top Light Bracket. 
Accessories available include 
motorized zoom, floating peg 
bars, dovetail camera mount, 
4x5 copying and enlarging 
head. 


TRAVERSE PEG BAR 


allows cells to travel diagonally to 
table top peg tracks. Travel 16” or 
longer on special order. Ground steel 
track with hand crank & counters in 


1/100 inch. ol $195 


UNDER- «<@~ 
NEATH 


LIGHT BOX 
5 light sockets, 
motorized biow- 
er, opal glass. 
Evenly illumin- 
ates a full 12 


Pics $99 


REGISTRATION PUNCH. 3 punches on 4” centers. Standard peg sizes— 


Acme or Signal Corps. Too! steel dies will punch thru ¥e” cardboard. Two locating 


pegs for continuous punching, positive back stop, adjustable side 
stop. Spring loaded lever handle. 9” x 12” mahogany shelf. 


$295 


SERVING THE WORLD'S FINEST FILM MAKERS 


FLORMAN « BABB, rnc. 


68 West 45th Street New York 36, New York Murray Hill 2-2928 
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Write For 
Brochure 


PORTMAN 
ANIMATION STAND 


More than 
45 acces- 
sories 
available 
including: 
Multi-Plane 
Table 
Traverse 
Peg Bar 

12 Field 
Crawl Unit 
Aerial image 
Projector 


Acme Portman 
Rack-over, 
16mm-35mm 
Camera 


Our new streamlined design in- 
corporates all the versatility of 
stands costing twice as much. 
Enthusiastic users from Australia 
to Venezuela endorse its rugged 
simplicity and efficiency. 


$2850 


Complete unit, as shown 


WRITE FOR 


Basic $ COMPLETE 
Stand 20 PAGE 


CATALOG 


Other Accessories Available or Custom-built 


To Your 


Zoom counters & scales 
Shadow boards 
Motorized zooms 

Lens mount 


Automatic follow- 
locus 


Dovetail camera mount 

Universal light brackets 

Slip lens units 

Multi-plane table 

Artwork tables 

Copying camera 

Automatic field size 
light units 

Wipe & ripple units 

Peg bars 

Peg plates 

Peg inking boards 

Peg sets 

Compounds 

Table tops 

Peg tracks 


Requirements: 


Rotary compound 
movement 

Double rotary 
movement 

Platens 

Pantograph 

Fixed floating pegs 

Floating unit 

Floating peg bar 

12 field crawl unit 

Compound sub-bases 

Snap-on peg plate 

Electric platens 

Wide screen platen 
giass 

Aerial image projector 

Interchangeable 
16-35mm Animation 
Camera 

Automatic disolve 

Automatic magazine 
take-up 

Single speed & 3-speed 
stop-motion motors 


Please send me detailed information and prices on: 


F & B Triplex 

Portman Stand 

New F & B Industrial Stand 
Accessories 


Name 





Address 








Zuality! 


KOSTER FILM 
FACILITIES, inc. 


1017 New Jersey Avenue, S. E. 
WASHINGTON, D. C. 
Phone: Lincoln 4-4410 


Complete Facilities 
For the Producer 


Modern Laboratory 

Spray Processing 

Quality Controls 
Negative-Positive-Reversal 
Color Dupiicating 

Recording and Mixing 
Magnetic and Optical Sound 
Direct Electronic Sound Printing 
Editorial Service 


Sound Stage and Studio 


Our Own Custom Building to 
Provide All Services Under 
One Roof... 

Wert Time Pry Koaters 


SEND FOR BROCHURE 





Visuals Help Inform Investors’ Salesmen 


Frequent Use of Visuals for Group Meetings and Training 


Pays 


Dividends at 
Q* OF THE NATION’s largest 
investment firms has found 
that frequent use of visual aids at 
group meetings and training ses- 
sions pays substantial dividends. 
Investors Diversified Services, 
Inc., Minneapolis, uses visuals 
wherever possible to lend versa- 
tility and variety to all meetings 
-whether the group be members 
of the board or sales trainees. 

According to Douglas F. 
Johnston, Manager, Investment 
Controls, the benefits are signifi- 
cant. They come in the form of 
increased attention, heightened 
speaker effectiveness, greater 
ability to project ideas and infor- 
mation, more efficient meetings 
and often a saving of consider- 
able time 

When Words 

“There are many presentations 
we can make visually which we 
can’t bring in verbally,” Johns- 
ton says. “If, for instance, we 
have a graph or chart of figures 
we want to present, it’s difficult 
and time-consuming to try to do 
it verbally. 

“Then, too, a speaker has a 
tendency to lose his audience if 
he hands out printed sheets. The 
speaker can be discussing one 
point and most of his listeners 
are too busy looking either ahead 
or behind on their own material 
to pay much attention. 

“People are more inclined to 
follow a presentation given pic- 
torially with a verbal narration, 
and they retain information better 
when it is given in this way. In 
our training sessions, we tell the 
men they are going to be given 
just what they see. In this man- 
ner we get their full attention,” 
Johnston says. 


Aren't Enough 


Overhead a Most-Used Tool 

The Investment Controls sec- 
tion maintains a research and 
control system to provide invest- 
ment and fund performance data 
on a current basis. This includes 
statistical material for the anal- 
ysts and up-to-date information 
for management. 

The overhead projector is the 
most frequently used visual aid 
tool at Investors Diversified Serv- 
For years it has 
played a role in sales training, 
board meetings, and other group 
sessions data of one type 
or another is being discussed. 

\ speaker using this device 
faces his audience and can easily 


ices several 


where 


Investors” 


Diversified Services, Ine. 


Procedures analyst Henry Whit- 
beck uses “Thermo Fax’ over- 
head projector to illustrate a dis- 
cussion in board room at Inves- 
tors Minneapolis headquarters. 


observe reactions during his pres- 
entation, since the projector op- 
erates effectively in a_ lighted 
room. 

He may do his own projecting, 
correlating both visual and oral 
elements of his presentations, and 
writing or sketching on the trans- 
parency film with a grease pencil 
as it lies on the projector, if he 
so desires. 

Shown to 250 Salesmen 

As many as 250 salesmen at- 
tend training sessions held regu- 
larly by the company, and IDS 
salesmen agree that the overheads 
are a help to them. 

The meetings are scheduled 
where there is adequate room for 
all to see, and a large screen is 
used. The visual presentations 
include such items as data about 
other companies, information on 
special sales points the men are 
asked to highlight, and back- 
ground material on investment 


projects the 
pany. 

Other visuals may be of an or- 
ganizational nature, such as de- 
cision flow charts showing how 
potential investments are studied 
and decisions made. 

Also Aids Public Relations 

“We have also used the pro- 
jectors in cases where inaccurate 
stories about the company have 
been published and the salesmen 
have expressed concern,” John- 
ston said. 

“For instance, if erroneous 
data has been used in a published 
report or article, we clip it, make 
a projection transparency and put 
it on the screen, then go on from 
there to show the group precisely 
how the report was wrong by pro- 
jecting the correct data along 
with it.” 

The recent development of a 
new method of making trans- 
parencies for the overhead pro- 
jector has given Investors Diver- 
sified Services an opportunity to 
use the machine where it never 
had the capability before. 

Developed by 3M Company 

Under the new process de- 
veloped by Minnesota Mining 
and Manufacturing Company, 
projection transparencies of al- 
most any written, printed, typed 
or drawn document can be made 
in seconds under any lighting 
conditions and are then ready for 
instant use. 

The transparency is made by 
simply running the document to 
be copied and a sheet of trans- 
parency film through a “Thermo- 
Fax” dry process copying ma- 
chine. The new flexibility has 
been a factor in tripling the com- 
pany’s use of visuals during the 
last year, Johnston reported. 

He adds that during meetings 
many questions which can’t be 
(CONTINUED ON PAGE 51) 
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com- 
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Announce Winners at American Film Festival 


Business-Sponsored Films and Producers Take Top Honors at Third Annual 
New York Program With 16 Blue Ribbon Awards in Festival's 34 Categories 


IXTEEN Motion Pictures, _ slidefilms 
(sound) and silent filmstrips created 
for American business companies re- 

ceived 16 of the 57 Blue Ribbon Awards pre- 
sented at the annual awards banquet which 
concluded the Third Annual American Film 
Festival on Friday evening, April 21st in New 
York City. 

Sponsored by the Educational Film Library 
Association and held at Manhattan’s Barbizon- 
Plaza Hotel, the 1961 Festival drew more than 
300 entries for the 34 award categories in 
which films were judged. 

The second largest group of Blue Ribbon 
Awards (11) went to five motion pictures and 
six filmstrips produced for educational use, 
with nine of the Festival’s top awards going to 
pictures produced by government organiza- 
tions, including the National Film Board of 
Canada, the United States Department of 
Agriculture and the United Nations. 

Awards to Service and Medical Groups 

Service organizations and professional medi- 
cal groups shared six Blue Ribbons, for three 
motion pictures and three filmstrips produced 
for such groups as the Boy Scouts of America, 
the Girl Scouts of the U.S. A., the American 
Heart Association, the American Hospital As- 
sociation and the American Association of 
Nurse Anesthetists. Religious groups such as 
the American Bible Society, the Billy Graham 
Evangelistic Association and the United 
Church of Christ shared three Ribbons for 
motion pictures and filmstrips. 

Network television programs, represented by 
CBS and NBC, received two of the Festival’s 
top awards and two producers from overseas, 
one in London, England and the other in Paris, 
France were other winners. 

Sponsors of Award-Winning Pictures 

Of the awards presented for business-spon- 
sored subjects, top honors for motion pictures 
in ten of the 34 Festival categories were shared 
by such groups and companies as Aetna Life 
Affiliated Companies; American Title Asso- 
ciation; Bethlehem Steel; Coffee Brewing In- 
stitute (two Blue Ribbons); Claude Michael, 


Inc.; Planning Research Corporation; Smith, 
Kline & French Laboratories; Sperry & Hut- 
chinson Company; Volkswagen of America; 
and the Western Electric Company. 

Blue Ribbons for sound slidefilms and silent 
filmstrips sponsored by business organizations 
were shared by the Frigidaire Division of Gen- 
eral Motors, Household Finance Corporation, 


“The Give and Take,” produced by Marathon 
International, shared the “Economics” award. 


® 


“A Place in the Sun” was the co-winner among 
“Economics” films, produced by Jamieson Film 
Company for the American Title Association. 


Reynolds Metals Company, Shell Oil and 
Time, Inc. 

All except one motion picture and a single 
filmstrip program sponsored by these business 
groups were produced by specializing com- 
mercial producers. In addition to sharing 14 
of these Blue Ribbon awards, other well- 
known producers such as The Jam Handy Or- 
ganization, Centron Corporation, Pilot Pro- 
ductions, Henry Strauss & Company, Church- 
ill-Wexler Film Productions and Visualscope 
Incorporated drew an additional total of seven 
Blue Ribbons for prize-winning motion pic 
tures and slidefilm or filmstrip productions. 

The Coffee Brewing Institute took Blue 
Ribbon honors in two separate categories with 


Left: Bethlehem’s “Vacuum Pouring” (produced by 
Audio Productions) was a Blue Ribbon co-winner. 


Right: a scene from “The Land of White Alice.” 
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Top Blue Ribbon award for Public Relations’ 
motion pictures went to “Mural-Midwest Me- 
tropolis” produced by Fred Niles Productions. 


a first place in Home Economics’ films for 
This Is Coffee and another top award in the 
Sales & Promotion classification for The Long 
Cool Summer. Both pictures were produced 
by Vision Associates, Inc. 

Public Relations Ribbon to “Mural” 


The top award for motion pictures in Public 
Relations: Commercial Organizations went to 
Mural: Midwest Metropolis, produced by Fred 
A. Niles Productions, Inc., for the Sperry & 
Hutchinson Company. 

In the group of Economics’ films, duplicate 
first-place awards were shared by the motion 
pictures The Give and Take, produced for 
Volkswagen of America by Marathon Inter- 
national Productions, Inc., and A Place Under 
the Sun, produced for the American Title As- 
sociation by the Jamieson Film Company, 
Dallas, Texas. A similar tie brought Blue Rib- 
bons in the Industrial & Technical Processes’ 
group to the Bethlehem Steel Company for its 
motion picture, Vacuum Pouring for Better 
Forgings, produced by Audio Productions and 
to the Planning Research Corporation for The 
Supply Manager's Dilemma, produced by 
Graphic Films Corporation. 

The Western Electric Company's informa- 
tive motion picture on the North American 
Defense establishment, The Land of White 
Alice, received a Blue Ribbon award in the 
Geography & Travel category. Producer Wil- 
lard Van Dyke shared the honor. In the Sales 
& Technical Training Films area, On Solder, 


(CONTINUED ON PAGE TWENTY-NINE) 
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Sponsored Films Hit the Road in 
Summer “Roadshow” Programs 
Keeping prints of sponsored 
motion pictures in use during the 
summer months when most 
schools are closed and many adult 
groups are disbanded is an ad- 
vantage of a program called 
roadshow. Roadshow is a form 
of film distribution for the Mid- 
west during summer, carried on 
by showmen who travel from 
town to town putting on free film 
programs, mostly outdoors. 

The showmen are paid by the 
local merchants, who like this 
method of attracting people to 
town on market night. The shows 
are popular with the citizenry be- 
cause many of the towns lack 
theatres and the number of tele- 
vision programs available is 
limited. 

A typical program consists of 
a Hollywood feature and selected 
short subjects. Sponsored films 
may be suitable, and a number of 
film sponsors have used roadshow 
year after year, particularly those 
interested in the rural market. 

Modern Talking Picture Serv- 
ice, Inc., reports that Sears-Roe- 
buck, Anheuser-Busch and Sperry 
& Hutchinson (Green Stamps) 
have already made plans to place 
one or more films into roadshow 
this year. 

* * * 
Dow Corning Makes Data Film 
on Rubber Insulation for Motors 

Modernizing Motors is a film 
of interest to manufacturers, re- 
winders and users of electric mo- 
tors, presenting straight factual 
data on the first easy-to-use, self- 
protecting rubber insulation sys- 
tem for motors. 

The 19-minute color film by 
Dow Corning Corporation is de- 
signed to show the best method 
of insulating form wound systems 
and an easy, step-by-step method 
of encapsulating random wound 
systems with room-temperature- 
vulcanizing Silastic, the Dow 
Corning silicone rubber. 

Included in the film are loca- 
tion shots that show the rubbery 
insulation systems already at work 
in the field. 

Modernizing Motors was filmed 
in Ektachrome by Dow Corning’s 
in-plant unit; laboratory work 
was done by George Colburn 
Laboratory. The film is available 
on free loan to appropriate groups 
from Dow Corning Corp., Mid- 
land, Mich. mg 

* * * 
Copies of Production Review 

While available, copies of the 
11th Production Review issues are 
available at only $2.00 each. & 
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BLUE RIBBON WINNERS: 


(CONTINUED FROM PAGE TWENTY-SEVEN ) 


produced by Scope Film Associates, brought 
a Blue Ribbon to its sponsor, Claude Michael, 
Inc. 

The motion picture, Congestive Heart Fail- 
ure, was the Blue Ribbon winner among films 
on Health for Non-Medical Audiences. It was 
produced by Churchill-Wexler Film Produc- 
tions. The top-ranked motion picture in Medi- 
cal Sciences for Professional Audiences was 
Resuscitation of the Newborn, produced by 
Sturgis Grant Productions, Inc., for Smith, 
Kline & French Laboratories. 

Centron Production Wins Blue Ribbon 

In the important category of Personnel 
Training & Relations’ films, first prize went to 
A Case for Understanding, produced for the 
American Hospital Association by the Centron 
Corporation, Lawrence, Kans. The Safety 
Films winner was Aetna Life Affiliated Com- 
panies’ To See Ourselves. 

With both sound slidefilms and silent 35mm 
filmstrips judged alike in various categories, 
both business sponsors and national associa- 
tions came out with winners in many cate- 
gories. Pilot Productions’ slidefilm, A Special 
Type of Nursing, won a Blue Ribbon for the 
American Association of Nurse Anesthetists; 
in Sales & Technical Training slidefilms, a 
Blue Ribbon went to the Frigidaire Div. of 
General Motors for What’s the Good Word?, 
produced by Henry Strauss & Company. Home 
Economics’ filmstrip honors went to the Wil- 
liam P. Gottlieb Company production, Man- 
aging Your Clothing Dollars, sponsored by 
the Household Finance Corporation. 

Awards to Animatic, Elektra Titles 

Sales & Promotion filmstrip-slidefilm “firsts” 
were shared by Reynolds Metals Company's 
Highways—They Make America Great, pro- 
duced by Animatic Productions, Ltd., and by 
Time, Inc. for its promotional slidefilm Time, 
produced by Elektra Studios, Inc. The Shell 
Oil-produced filmstrip (part of a series) Per- 
ception of Driving Hazards—Part III won the 
Safety filmstrip award. 

With a total of four Blue Ribbons, the Na- 
tional Film Board of Canada took top Festi- 
val honors. The NFB motion picture, The 
Back-Breaking Leaf, won a “first” among 
films on Agriculture, Conservation & Natural 
Resources and Universe was the motion pic- 
ture winner among Science & Mathematics’ 
films for High School, College and Advanced 
Groups. Two NFB filmstrips, The Seaway and 
Owls, were other Blue Ribbon selections. 

Among Government producers, the U. S. 
Department of Agriculture’s Motion Picture 
Service won the Blue Ribbon award in Guid- 
ance: Personal and Vocational motion pic- 
tures with a long-awaited title on Agricultural 
Engineering. The United Nations’ motion pic- 
ture The International Atom was a Blue Rib- 
bon winner in general Science & Mathematics 
films and the motion picture, A Scary Time, 
produced by Shirley Clarke for the UN’s Chil- 
dren’s Fund won a Blue Ribbon for Public Re- 
lations among non-profit and educational or- 
ganizations. 

Other government-sponsored Blue Ribbon 
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winners included the Danish Government Film 
Office, for Introduction to Denmark and the 
Los Angeles Fire Department, for Our Ob- 
ligation, both motion pictures. 


Two Ribbons to Jam Handy Filmstrips 
The Jam Handy Organization, Inc., received 
two filmstrip Blue Ribbons for Airplanes, Jets 
& Rockets and Instruments of the Symphony 
Orchestra. Other multiple award winners 
among classroom film producers were Film 
Associates of California with Blue Ribbons for 
motion pictures Discovering Color and What's 
Under the Ocean. Weston Woods Studio re- 
ceived a Blue Ribbon “first” for the motion 
picture In the Forest and another for its film- 

strips, Picture Book Parade—Set No. 5. 
Time, Inc., was honored for the filmstrip 
series, Darwin’s World of Nature and for the 
motion picture, Primary, produced by Richard 
Leacock. The University of California with a 
Blue Ribbon for Baboon Behavior, shared 
Sociology & Anthropology honors with the 
Columbia Broadcasting System’s The Popu- 

lation Explosion. 
Cite Films in Broad Public Interest 


In the broader public interest were such 
Blue Ribbon award winners as the NBC 
Project 20 filmed program, Mark Twain’s 
America; And No Bells Ring, the Blue Rib- 
bon winner among Education & Child Devel- 
opment motion pictures, sponsored by the Na- 
tional Association of Secondary School Prin- 
cipals; and Billy Graham’s filmed story of his 
African tour, Africa on the Bridge, produced 
by World Wide Pictures for the Billy Graham 
Evangelistic Association. The Coming of 
Christ, sponsored by U. S. Steel on NBC’s 
Project 20 television program, was also 
awarded a Blue Ribbon. 

Presiding at the Festival Award Banquet 
was Frederic A. Krahn, President of the Edu- 
cational Film Library Association and Assist- 
ant Director of the East Meadow, N. Y., Pub- 
lic Library. EFLA’s newly-instituted award 
to “the person who has done most over a 
period of 10 years or more, to expand signifi- 
cant use, production, or distribution of audio- 
visual materials,” was presented to Dr. Edgar 
Dale, Professor of Education and Director of 
the Bureau of Educational Research & Service 
of Ohio State University. 

Special emphasis on 35mm_filmstrips 
throughout the Festival attracted an overflow 
audience to the evening program “Filmstrips— 
the Cinderella of the A-V Field.” Joining 
chairman Dr. Irene Cypher of New York Uni- 
versity in a panel discussion on this subject 
were Anne E. Cotter of Filmscope, Inc.; Hans 
Moeller of the National Film Board of Can- 
ada; Hy Schwartz of Victor Animatograph and 
Peter Yung, of Elektra Studios. 

Another Festival evening was devoted to a 
panel-led audience participation program on 
“Film Making in Africa” under the chairman- 
ship of George C. Stoney. Julien Bryan’s soon- 
to-be-released motion picture Tropical Africa 
was shown in its entirety. A special afternoon 
film forum on current production of films con- 
cerned with “Mental Health in Today’s 
World” was another Festival event. Kathryn 
Linden, Director of the ANA-NLN Film Serv- 
ice, was the chairman. I 
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BEHIND THE SCREEN 


1961 Greater New York Fund Drive 
to Show “Hidden City” by Wilding, Inc. 


Kudos to Wilding, Inc., and producer Mel 
London for the heart-warming new 10-minute 
film, Hidden City, which will spark the 1961 
Greater New York Fund campaign. Premiered 
May Ist at the Commodore in Manhattan, the 
film dramatically portrays the city the average 
man seldom sees—the heart of the town in its 
hospitals, homes for the aged, homes for 
foundlings and for crippled children as well as 
family and youth counseling agencies. Ronald 
Reagan’s narration helps tell the story of the 
Hidden City in one of the year’s best! ye 

* * * 
Centrolling Interest in Atlas Film 
Corp. Acquired by Kellock, Associates 


The controlling interest in the Atlas Film 
Corporation, Oak Park, Illinois, has been pur- 
chased by James A. Kellock and associates. 
News of the acquisition of the nation’s oldest 
industrial film company (founded in 1913) 
was released at presstime. The new slate of 
company directors will be named at the an- 
nual meeting on May 9th and new officers 
will be announced on that date. 

Mr. Kellock is a veteran in the business 
communications industry with more than 25 
years of experience in the production of mo- 
tion pictures, slidefilms, TV commercials, gov- 
ernment training films and business shows and 
meetings and expects to expand Atlas’ services 
to include all these media. Ly 


You Read About These Prize Films 
and Their Producers in These Pages 


Readers of BUSINESS SCREEN were 
well-informed about seven of the 11 Blue 
Ribbon award-winners among business- 
sponsored motion pictures at the recent 
American Film Festival; reviews of two 
other winners, This Is Coffee and The 
Long Cool Summer, were already in 
print (see page 33) when the awards 
were announced. 

But in 1960 you read featured reports 
in these pages about Aetna’s To See Our- 
selves; the American Title Association’s 
A Place Under the Sun; Bethlehem Steel’s 
Vacuum Pouring for Better Forgings; the 
Smith, Kline & French motion picture, 
Resuscitation of the Newborn; Sperry & 
Hutchinson’s fine Mural-Midwest Me- 
tropolis; and Western Electric’s The 
Land of White Alice. 

As a fitting postscript, let’s add that 
our recent 11th Annual Production Re- 
view issue carried the detailed reference 
listings (exclusively) of 19 of the spe- 
cializing film production studios credited 
with Blue Ribbon-winning motion pic- 
tures and filmstrips. All except TWO of 
the commercial film studios involved in 
these cited productions were REVIEW 
listees. That’s batting 900 per cent in 
anybody’s league for buyer reference! 
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Communication wall in new University of Wisconsin classroom shows 


three-section rear-projection screen 


Mirrors reflect 


visual images 


TelePrompTer lectern at the left 





from variety of equipment to the rear 


projection screen behind the “communication wall” of classroom. 


Projection equipment jor motion pictures 


is located behind screen 





slides or overhead material 
out of view of audience and teacher. 





LOOK OF THE FUTURE IN AUDIO-VISUAL PRESENTATION 


Communication Wall Concept Integrates 


Audio-Visuals in a Wisconsin Classroom 


TelePrompTer Installation Increases Teacher Efficiency 


oe AUTOMATION, al- 


ready extensively employed 
in industry and business, has en- 
tered education en masse in a 
University of Wisconsin classroom 
during the current semester. 

In order to seek to improve 
university instruction and to test 
teaching via automation as against 
the usual teaching methods, the 
classroom has been converted into 
a laboratory. The auditorium used 
as the laboratory is much the 
same as the room in which stu- 
dents have been listening to lec- 
tures for years—but there has 
been a change. 

Equipment Out of Sight 

The difference lies under the 
floor and behind a three-section 
plastic projection screen in front 
of the room. Packed out of sight 
of the students are two slide pro- 
jectors, a motion picture projec- 
tor, opaque projector, telepromp- 
ter units, tape recorder, four- 
speaker sound system, controlled 
lighting, a television projector, 
and an elaborate system of elec- 
tronics to automatically control 
the machines. 

Under the direction of Prof. 
John Guy Fowlkes and Associate 
Dean Paul Eberman, the Wiscon- 
sin Improvement Program of the 
University School of Education 
will be conducting the “experi- 
mental” laboratory. At least six 
professors will use the laboratory 
during the initial semester. They 
will prepare integrated lecture and 
audio-visual material with the as- 
sistance of Raymond Hagen, spe- 
cialist from the TelePrompTer 
Corporation. 

Can Automate All Devices 

Using any or all of the equip- 
ment, lectures may be taped and 
played back to students. Slides, 
motion pictures and kinescopes 
may automatically appear before 
the class at appropriate times. Al- 
though it is possible that the ap- 
paratus could entirely replace the 
professor in certain classes, the 
University has no plans calling for 
such use. 

The human professor must still 
choose and prepare visual and au- 
dio material. He must answer stu- 
dent questions. Most important, 
he must prepare the lecture and 
keep it up to date. In fact, Dr. 
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Walter Wittich, professor of au- 
dio-visual education, believes that 
professors using the new equip- 
ment will spend much more, not 
less, time preparing a course—all 
to produce increased efficiency in 
learning outcomes. 





Tools Cued to TelePrompTer 

When a teacher utilizes all 
equipment, he uses the tele- 
prompter, an endless roll contain- 
ing his lecture which appears in 
front of him but which is not 
visible to students. The  tele- 
prompter may contain “cues” 
which, at prearranged times, au- 
tomatically turn on one or all of 
three motion picture and _ slide 
projectors, a tape recorder or a 
television projector. 

All projectors are placed be- 
hind the screen, except the TV 
projector, and project through the 
screen to eliminate classroom dis- 
traction. 

For More Effective Learning 

What are the purposes and ad- 
vantages of creating such a class- 
room laboratory? 

Fowlkes, director of the Wis- 
consin Improvement Program, has 
given important reasons. “It is 
possible that more effective lec- 
tures can be presented because 
there will be tightness in writing 
and presenting lectures in the lab- 
oratory,” he said. He also pointed 
out that use of multiple visual 
aids, in the form of the three 
screens and the television screen, 
will possibly mean more rapid 
and efficient learning. 

“What we are attempting,” said 
Eberman, “is to make lectures to 
large groups as effective as pos- 
sible and to explore a variety of 
uses for audio-visual equipment 
in the classroom.” He also 
pointed out that use of this equip- 
ment can involve a type of team 
teaching because several profes- 
sors can share their competencies 
in a single course through this 
medium. 

“Not For All Teaching” 

But he also emphasized that the 
equipment cannot be used in all 
kinds of teaching. “It will be used 
only where the material may be 
adapted to a formal, well-planned 
lecture program.” 

Prof. Michael Petrovich, who 
(CONT’D ON FACING PAGE) 
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GOOD CITIZENSHIP, TRADE ABROAD ARE WORTHY GOALS 


Red Cross Dedicates Its 164th Picture 
to Services of Two Million Volunteers 


Latest Film Marks 34th Vear for Preducer William Ganz 


SPONSOR: 
Cross 


TitLe: A Little Bit More, 15 
min., b/w, produced by the 
William J. Ganz Company. 


The American Red 


Both on the stage and before 
the cameras Ralph Bellamy has 
achieved real satisfaction in his 
profession by going beyond the 
mechanics of the acting trade to 
put a little bit more of himself 
into every part he plays. 

In real life, too, Mr. Bellamy 
does a little bit more. For instance, 


On the set (/ to r): Roy Johnson, 
Pub. Info. Director, Red Cross; 
Actor Ralph Bellamy; Warren 
Murray, film’s director; and Julian 
Townsend, on camera. 


as a Red Cross volunteer he ap- 
pears as guide and narrator to 
this new film which tells of volun- 
teer work in a typical community 
—Mr. Bellamy’s home town, as it 
happens. 
Volunteer Tradition Strong 

The film shows a tradition that 
has always been strong in Ameri- 
can life—the volunteer . . . fire- 
men, nurses, workers on civic 
committees, in hospitals and 


UNIVERSITY CLASSROOM: 
(CONT'D FROM FACING PAGE) 
teaches Russian history, is one of 
the first to use the lab, and pro- 
vides a case in point on the appli- 
cation of the audio-visual aids: 
“During a lecture on Napo- 
leon’s invasion of Russia, for ex- 
ample, we can show a famous 
painting of the battle of Borodino 
on the large screen, project a dia- 
gram of the battle formations and 
a map of battle plans on the two 
small screens, and play Tschai- 
kovsky’s 1812 Overture for back- 
ground music.” Lae 
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Producer Bill Ganz (left) with 
Roy Johnson; director Murray; 
and film’s star, Ralph Bellamy. 


countless other activities. We'd be 
hard put to do without them. 

Let’s take Amy Jenkins, a 
housewife in this film who drives 
for the Red Cross two days a 
week; or Debbie Carter, a young 
student who takes care of children 
for people in emergency situations. 
Dozens of people in the town do 
so much for their neighbors as 
Red Cross volunteers—teach first 
aid, home baby care, serve on dis- 
aster committees, or work in hos- 
pitals as Gray Ladies. In fact, out 
of 155 Red Cross workers, only 
one is a career staff employee, all 
the others are volunteers—part of 
two million Red Cross volunteers 
across the nation. 

Bellamy sums it up: “The story 
of volunteers and their work is 
never ending, for it’s a chronicle 
of our consciences, our communi- 
ties and our country. How it con- 
tinues, how well it succeeds, is up 
to you and me.” 


A Proud Record of Service 


A Little Bit More is the 164th 
picture made for the American 
Red Cross by Bill Ganz, head of 
the William J. Ganz Company. 
The association of the Red Cross 
with the production firm goes 
back 34 years. 

The film was made possible by 
a grant from the Becton, Dickin- 
son Foundation for the Advance- 
ment of Scientific Knowledge. The 
Becton, Dickinson Company 
makes thermometers, syringes, 
needles and other medical prod- 
ucts; the film is completely non- 
commercial. Distribution is 
through local chapters of the 
American Red Cross. iy 
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Bowling for Overseas Markets 


New Brunswick International Coler Film is “Wordless” 
as Pictures and Musie Spark Viewer Interest in Spert 


T ENPIN BOWLING is one Ameri- 
can sports-pastime that seems 
destined to become as widely pop- 
ular in lands abroad (where its 
early ancestors derived) as it is 
with young and old in North 
America. Helping to carry the 
spirit of the sport to audiences 
overseas is a remarkable new 
“wordless” motion picture which 
uses its color images and music 
background to “speak” a univer- 
sal language. 

The new 11-minute short sub- 
ject, produced by Fred A. Niles 
Productions, Inc., for Brunswick 
International, hasn't a single word 
of dialogue or narration but it 
captures the essence of the game 
and emotions of the players with 
rare skill. 


Showing in Theatres, on Television 


Action hits the screen fast in 
this untitled short which is des- 
tined to play in movie theatres 
and on overseas television sta- 
tions. Directed by Niles’ Gordon 
Weisenborn, whose wife Selma 
did the shooting script, the Bruns- 
wick film gets momentum from 
the camera work of Andy Cos- 
tikyan and the sharp editing of 
Frank Romolo. Kent Lane was 
executive producer for the Niles’ 
studio. 

An original music score utiliz- 


ing a jazz motif that catches the 
tempo of the alleys and has a 
strong “international” beat is the 
work of talented Sid Siegel. 
Brunswick International’s  presi- 
dent, Myron O. Karlin, notes the 
“decision to focus in the realm of 
pictures and music has resulted in 
not only successfully bridging 
language barriers but has achieved 
an artistic success as well.” 

Most sequences were filmed in 
a Grand Haven, Michigan, bowl- 
ing establishment, concentrating 
on the significance of the game to 
all ages who frequent these mod- 
ern centers—a place of wonder 
for children, sport for the teen- 
ager, a date rendezvous for 
youths, exercise, fun and rugged 
competition for adults—recrea- 
tion for all. 


Also Has Second, Longer Film 


Prospective investors in bowl- 
ing equipment abroad will see a 
second and entirely different, 
longer picture, also produced by 
Niles for this sponsor. Presenting 
in detail the many Brunswick 
services and equipment, this film 
has the narrative track it needs to 
explain important points to build- 
ers and owners of bowling centers 
abroad. The same staff super- 
vised and handled all production 
detail for both films. ne 


Scenes above and below typify “wordless” but compelling visual action 


that has universal appeal in Brunswick International’s short subject. 





Dial Shows Teens the Way to “Good Looks” 


Bright New Sutherland Film on Grooming Replaces Widely-Shown “Clean Look” 


4 bate FOR TEENAGERS on general cleanli- 
ness, the how’s and when’s of bathing, 
and care of hands, hair and complexion are 
pointed out in a new color film produced by 
John Sutherland Productions for Dial Re- 
search Laboratories, Armour & Company. 
Good Looks is a 20-minute, 16mm sound 
presentation on personal care and good groom- 
ing for the twelve-to-twenty set. This is Dial’s 
second film on grooming; The Clean Look, 
produced in 1950, was recently withdrawn 
from circulation after widespread and con- 
tinuous use in junior high and high school 
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Teen-agers are advised: “be sure you rinse 
thoroughly, get all soap off your skin .. .” 


“A lipstick brush gives a well-defined line and 
helps to stop lipstick smearing .. .”’ 


home economics, health and hygiene, speech 
and physical education classes. 

Special pointers for the girls include do’s 
and don’ts on the proper use of make-up; and 
for both boys and girls, suggestions on clothes 
and manners—all a part of good grooming. 

A teacher’s manual and student booklets— 
illustrated and reproduced in color—are avail- 
able for use with Good Looks. The film is 
being distributed without charge to junior 
high and high schools and other youth groups 
through Association Films and Modern Talk- 
ing Picture Service, Inc., nationwide. ae 


“The idea is to get rid of as many of these 
bacteria as possible,” notes the nerrator. 


. boys don’t care much either for girls who 
overdress or overload with jewelry .. .” 


An Appetizing View of Seasoning’s Role in Cookery 


Housewives, Home Ee Groups Learn About Spices and Herbs from BR. T. French 


Sponsor: R. T. French Company 
TitLe: The Kitchen Keyboard, 20 min., color, 
produced by On Film, Inc. 

Since seasoning is a personal art there is no 
hard and fast rule for cooking with spices and 
herbs. The only rule is to make your own— 
experiment, and see how the dish comes out. 

This is the theme of The Kitchen Keyboard, 
a new film which offers easy guides for the use 
of seasonings in everyday dishes as well as 
in foreign foods. It is said to be the first such 
film produced by a spice marketer. 

The film highlights the exotic past when 
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spices were worth their weight in gold, taking 
its audience back to when kings valued spices 
as flavors, preservatives, healing potions, ran- 
soms, precious gifts and money. It portrays 
the confusion of many women when they are 
confronted with an array of seasonings. Then 
it describes how three different types of house- 
wives use spices and herbs to add excitement 
to their cooking. The housewife is advised to 
use spices and herbs daringly but sparingly, 
and to try out new combinations of spices and 
herbs for unlimited variety. 

The Kitchen Keyboard is available on free 
loan from Modern Talking Picture Service. & 
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Looie Lawters had seven single daughters . . . 
would they remain, not change their names? 


Jantzen Suits Seven Sisters 


Light-Hearted Tale of “Leoie Lawters”™ 
Is Latest in Effective Retail Program 


Sponsor: Jantzen, Inc. 


TITLE: Looie Lawters and His Seven Daugh- 
ters, 6 min., color, Pelican Films, Inc. 


Looie Lawters’ seven daughters were (1) 
Shirley (flute music), with the too-wide hips; 
(2) Carmen (Latin music), with the too-short 
legs; (3) Tillie (brass music), too angular and 
tall; (4) Evvy (hot jazz music), er... top 
heavy; (5) Thelma (slow symphonic music), 
with a thick-set waist; (6) Bertha (deep cello 
music), too plump all over; and (7) Tiny Tina 
(violin music), in the know, already has a 
Jantzen, and a beau. 

If we mention their defects it is not to say 
the Lawters girls are unattractive. Not at all— 
what they have needed is just the great dif- 
ference that a right-style Jantzen can make. 
For now, they’re the belles of the beach— 
after Myrtle, the brilliant salesgirl, had done 
her job well, with a knowledge of figures and 
Jantzens to sell. She fitted them in Jantzens 
that play up their smiles and personalities, and 
disguise their figure liabilities. 

Looie Lawters is another in a series of 
clever, effective Jantzen training films planned 
for retail sales people by Hockaday Associates, 
a New York advertising agency with keen 
knowledge of the potentialities of film and a 
proven capacity for getting a lot out of each 
film project. 

This picture, composed of rhymed narra- 
tion, very informal art and animation, has a 
sprightly tuneful air sure to pep up many hun- 
dreds of training sessions. 


With their Jantzens each a perfect fit, it was 
obvious to all they’d made a great hit. 
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Film Takes GM’s Motorama Into Theatres 


Imaginative and Entertaining Fantasy Brings “A Touch of Magic” to Millions 


Sponsor: General Motors Corporation. 


TITLE: A Touch of Magic, 10 min., color, 
produced by MPO Productions, Inc. 


* General Motors’ Motorama—the big an- 
nual auto show of GM cars—travels to New 
York, Los Angeles and San Francisco. But 
GM needs to reach many more millions of 
consumers. 

The solution this year, as in several years 
past, was a big film in Cinemascope, A Touch 
of Magic, which is now playing to theatre au- 
diences all over the country. 

As the problem was presented to MPO 
producer-director Victor Solow, and writer 
Joseph March, the film could not be simply a 
recording of the show. It had to stand on its 
own as top-notch theatre entertainment, with 
a story line of its own, and the presentation of 
the cars had to be so thoroughly integrated in- 
to the entertainment that the theatre audiences 
would react favorably to the cars. 

Startling Effects Win Audience Interest 

The concept, as realized in the finished film, 
is a fantasy, utilizing unusual and startling ef- 
fects. Abrupt changes of scene and discon- 
tinuity serve to heighten the mood. And the 
mood itself sweeps the viewer into the theme 
of the magic of today. The point is made that 
today’s magic—as embodied by the GM cars 
and appliances—is superior to the nostalgic 
magic of the past, and gives us a view of the 
magic of the future—GM’s Tech Center, of 


the GM cars, of the GM Dream House of 
Appliances. 

Filmed almost entirely at night—necessary 
to avoid the crowds at the Motorama—the 


e 


“A Touch of Magic” on the screen. 


finished film is an exciting example of a crea- 
tive and professional approach to film-making. 
Imaginative—and in many ways daring— 
cinematography and direction, combined with 
exciting choreography, make A Touch of 
Magic a work of considerable beauty, impact 
and effective sell. 
Showing This Spring in 3,500 Theatres 

The film is now being shown in 3,500 
movie houses and drive-ins during the spring 
months. = 


Coffee Marketers Bid for a Better Brew 


Three Fascinating Short Films for TV Aimed to Improve Art of Coffee Making 


Sponsor: Coffee Brewing Institute. 


TitLeE: The Secret of Good Coffee, 5 min.; 
The Long Cool Summer, 5 min.; This Is 
Coffee, 15 min.; b/w, produced by Vision 
Associates. 

~ The Coffee Brewing Institute, the projected 

image of the country’s leading coffee mar- 

keters, has been waging “a furious battle” for 
many years against the pallid brew that still 
passes for coffee in many homes. CBI says the 
homemaker is too tight-fisted with her coffee 

—over-extracts to get all she can from each 

tiny ground. 

As an important part of its campaign to 
promote better coffee making habits, the CBI 
is distributing three short films to TV stations. 
The three—on hot coffee, on iced coffee, and 
a longer film which wraps up the subject more 
thoroughly—are aimed at the 250 day- 
time “home” shows now running on stations 
in the United States and Canada. The shows, 
often with five or more hours a week to pro- 


Ceffee Films Win Festival Awards 
« Blue Ribbon awards at the recent American 
Film Festival were given The Long Cool Sum- 
mer and This Is Coffee, reviewed above. & 
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gram, are hungry for good non-commercial 
material. Coffee, with no brand name attached 
has an ideal appeal. 

To reach these stations, Vision Associates, 
distributor as well as producer, sent out pos- 
ters for each of the films. Coffee-colored, and 
measuring 17 by 22 inches, the posters 
brought a very quick response. (As well they 
might—all have been cited as “outstanding” 
by Art DIRECTION Magazine, and named as 
one of the best direct mail pieces of the year 
by the Journal of Commercial Art.) In five 
months’ time over a hundred stations have 
played the films and some have played re- 
peats. 

The CBI pictures take a prosaic subject— 
just cups of coffee—and by moving the cam- 
era way in (the widest angled shot only covers 
three feet square), laying out some handsome, 
sparkling tableware and coffee-makers, and 
putting on a fine, jazzy sound track, they 
make coffee-making into quite a fascinating 
pastime. 

The three tabletop coffee spectaculars were 
written and directed by Lee Bobker. Seymour 
Weissman was art director. Following TV dis- 
tribution, plans are now being made to offer 
the films to home economics classes in high 
schools. We 
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Focus on MIT President Julius A. Stratton 


MIT Dedicates to Learning 


A Great School Enters Second Century 


With Renewed Dedication to Leadership 
SPONSOR: 
nology. 


Massachusetts Institute of Tech 


TitLeE: To Greater Strength, 25 min., color, 
produced by United States Productions 


MIT’s second century is just beginning 
With the fortunate opportunity it has had to 
attain a position of leadership recognized all 
over the world, the Institute must now prepare 
to continue to undertake the responsibilities of 
leadership in the next hundred years under 
conditions of special urgency in these chal- 
lenging times for men of science. 

To Greater Strength is a new film document 
of this dedication. Moving into the classrooms, 
labs and bull sessions, the film gives a particu- 
larly live and convincing demonstration of the 
character of MIT. To be seen in the film are 
such examples of the MIT way as these out- 
standing teachers: Professors Hans Mueller, 
Carvel Collins, Otto Carl Koppen, Alexander 
Rich, Harold Eugene Edgerton and Sanborn 
Conner Brown. 

What do the students have to say? 

..+ "The guy whose ambition is to escape as 
much work as possible will probably conclude 
that ‘Tech is hell.’ But I guess that a student 
who comes here to learn will develop an ap- 
proach to things that will stand by him all his 
life.” 

. “I’ve seen some of these people when 
they first get here, seen them with their book 
open just underlining the passages so they can 
go and regurgitate it for a quiz. But if you 
just memorize this stuff here, you don’t pass 
your quiz. Most of the tests are open-book 
tests anyway. You can carry an armload of 
books. It doesn’t do any good to memorize 
You've got to know it 
the procedures.” 

To Greater Strength will be used during the 


You've got to know 


next few years to stir the hearts and open the 


minds of MIT alumni. It can hardly fail. 


Dean Howard Johnson faces camera 


FILMS’ USEFUL ROLE IN 


INTERNATIONAL 


RELATIONS AND IN EDUCATION 


The Common Heritage of Japan and America 


“One Hundred Years” Pictures Two Vastly-Different Lands With Much in Common 


Sponsor: United States Information Agency. 


litte: One Hundred Years, 27 min., b/w, 
produced by Owen Murphy Productions. 


A hundred years ago three ambassadors of 
Japan visited the United States—the first time 
in several centuries that Japan had had any 
relations with a major western power. One of 
these men—Noumosa Muragaki, kept a diary 
that has recently been printed in the United 
States and in Japan. 

With this diary and sketches made at the 
time as background material, the U.S.LA. is 
releasing the new film, One Hundred Years, 
this year, to audiences in Japan. 

Muragaki’s notes tell of his reception by the 
people of San Francisco and Washington; and 























Japan’s culinary art is appreciated by many 
Americans who enjoy these unusual dishes in 
a growing number of fine restaurants. 


of being entertained by President Buchanan: 
“It seemed to be one of those strange customs 
of a foreign country, to receive foreign am- 
bassadors without ceremony or formality but 
in a most friendly manner, as if they were old 
acquaintances.” 

Two old friends, one Japanese and one 
American, upon whose conversation the film 
is pegged, comment on the great changes of a 
hundred years and on the increasing influence 
of American customs on the Japanese today: 
the popularity of baseball, American music, 
movies, American style clothing and social 
customs. 

But there are also Japanese influences in 
the United States, although not as much, and 
not everywhere. There are, of course, many 
popular Japanese products: radios, cameras, 


Honored Nisei in the film include the famed 
California cancer specialist, Dr. Kinoshita. 


toys—and Japanese restaurants are becoming 
more popular. 

The film goes on to show Japanese au- 
diences that Americans have applauded such 
artists as the Kabuki group; they enjoy Japa- 
nese gardens and architecture—such as the 
Motel on the Mountain in Suffern, N. Y., de- 
signed by Yoshimura. 

There has been great American interest in 
the Japanese art of flower arranging. Large 
museums regularly feature the work of Japa- 
nese artists. 

“The idea of blending and integrating in- 
door and outdoor living, with all that it im- 
plies . . . the deep feeling for nature . . . the 
quiet leisurely enjoyment of simple pleasures 

These have been a carefully cultivated 
way of life in Japan for centuries. The fact 
that Americans have also come to adopt these 
concepts shows a surprising similarity in the 
basic values of the two peoples. 

“However, perhaps one of the greatest con- 
tributions that Japan has made to the United 
States is her own people . . . Over the past 
hundred years thousands of Japanese have 
come to the country to work and become 
citizens. Since these people brought their cul- 
tural heritage with them, they gave the 
American people an opportunity to get ac- 
quainted with the ancient Japanese customs 
and values.” 

The film shows such honored Nisei as Dr. 
Kinoshita, Los Angeles cancer specialist; Con- 
gressman Inouye; the young dress designer, 
Reiko, and Nancy Umeki, the actress. 

One Hundred Years is part of the U. S. In- 
formation Agency’s continuing film program 
for overseas distribution. 


Answers to Young People on Preparing for College 


College Board Picture Bridges That Big Step Between High School and College 


Sponsor: The College Entrance Examination 
Board 


rirLe: College Counsel and Advice, 30 min., 
b/w, produced by Audio Productions. 


The United States is fortunate in having de- 


veloped a highly diversified system of some 
2,000 public and private colleges and univer- 
sities. With a regularly increasing demand for 
admissions, the questions of how to prepare 
for, select and enter college have become more 
and more important. Half of the graduates of 
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the country’s 25,000 high schools now go on 
to college. 


Views of Five Experts Presented 

To help give college-bound students and 
their parents information on the decision and 
processes involved in making the transition 
from high school to college, the College En- 
trance Examination Board has brought to- 
gether in this film five experts in the field of 
college admission and student counseling. 
They are: John K. Steinbaugh, Director of 
Admissions, University of Southern California; 
Charles Sanford, Dean of Admissions and 
Records, University of Illinois; Ann Splitstone, 
Director of Admissions, Hollins College; 
Oliver Melchior, Principal, Scarsdale (N.Y.) 
High School; and Wilbur Bender, Dean of Ad- 
missions and Financial Aids, Harvard College. 

Moderating this panel of experts is John K. 
M. McCaffery, well-known television news- 
caster. 

Here are some of the points made by the 
panel in discussing college entrance considera- 
tions: 

... mot everyone can, or should go to college, 
but it is in the national interest that everyone 
who has the ability, preparation and desire 
should go on to college. 

...the decision to go to college should be 
made preferably by the student and his par- 
ents. Students without parental support have 
difficult times coping with college situations, 
though it can be done if the desire is great 
enough. On the other hand, students in col- 
lege only to please their parents most often do 
not have the motivation to succeed. 


Advise Early Decision on Program 
...the college decision should be made early 
—in the seventh or eighth grade. If a student 
should choose engineering, for example, he 
must plan early to get enough mathematics. 
... the national testing programs serve the im- 
portant function of providing two different 
kinds of competitive scores—ability and 
achievement—based on national measure- 
ments. 

...the panel saw the junior, or community 
two-year colleges as filling an increasingly sig- 
nificant role in advanced education. 

... Students should not broadcast 15 applica- 
tions hither and yon hoping for an acceptance, 
but should carefully plan to include one first 
choice—that might be difficult—and another 
at a college almost certain to accept him, and 
no more than two others. 

.. Students should force themselves to work 

at full capacity, irrespective of ability—thus 
acquiring good habits of work, study and self- 
discipline. 
... English—the ability to read and write— 
is still the most important single skill a college 
student needs, regardless of his major study. 
... colleges should not try to prescribe rigid 
lines of study in high schools—should make 
flexible allowances for experimental schools 
and courses, and for regional differences. 

.. Students are urged not to panic at the 
problem of college admission. The situation 
has been much overstated. 

College Counsel and Advice is being dis- 
tributed to school and PTA groups by the 
College Entrance Examination Board. ae 
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MISSILE TOLERANCES, COMPLEXITIES REQUIRE NEW ELITE OF WORKERS 


Industry's Big Challenge: Total Reliability 


in Missiles or Any Job. Today’s Workers Must Be “Locked On” 


UTOMATION, as we hear often enough, 
A has moved in and taken over. But it 
hasn’t completely replaced the Auman 
factor—which can be a vulnerable point in 
production. For without the accuracy of re- 
liable human workers, the system breaks down. 
Just what is this “Reliability” we're hearing 
so much about, apart from being industry's 
current Hot Topic? 

According to the lead character in Par- 
thenon Pictures’ new motion picture Locked 
On, for Convair-Astronautics employees, “Re- 
liability is where everything works perfect 
every time you hit the switch.” A little later he 
refines his definition into, “If at first you don’t 
succeed, cut your throat.” 

$2.00 Valve Can Fault a Missile 

Both definitions are accurate. And they 
have to be, or a ten million dollar Atlas Mis- 
sile burns on the pad because of a failure of a 
two-dollar valve. Or at the other end of the 
scale, an electric razor comes back to the fac- 
tory because of a forgotten pin. 

But despite the fantastic precision and com- 
plexity of some of our new gadgets, if every 
part is wisely designed, and every individual 
does his job right, the bird will fly every time, 
and the razor will buzz every morning. That 
is what is meant by this new thing in Ameri- 
can industry, the Total Reliability Concept (of 
which quality control is only one phase). 

But it is one thing to discuss the Relia- 
bility Concept in cigar-scented management 
seminars, and quite another thing to get it 
understood out on the factory floor, let alone 
accepted by the hourly-wage men and women 
who have become blase and immune to the 
cartooned slogans and placarded exhortations 
which clutter up the bulletin boards along 
with the notices of union dues and the bowl- 
ing team schedules. 

Yet, the acceptance of the Reliability rou- 
tine by the factory worker, and the personal 
upgrading which the concept requires of him, 
comes close to actual national and world sur- 
vival. Every time one of our missiles fails, the 


Joel’s “a yesterday guy in a tomorrow job”... 


odds on that pari-mutual machine in Moscow 
change, and the tragic day comes closer when 
Khrushchev may decide that he can knock out 
America before our missiles can get their 
nuclear warheads on the way to his cities. 

When one of our missiles fails, there is a 
human error in back of the failure—a lapse in 
Reliability. And that is the job staked out for 
the film Locked On to key the Relia- 
bility Program for Convair-Astronautics in 
the Atlas factories and on the launching pads. 

As is necessary in seeking to effect a deep 
attitude change, Locked On probes for com- 
mon-denominator identification, and uses a 
strong emotional approach. But the emotion 
serves as a vehicle for solid, logical demon- 
strations, so that the evangelical conversion 
which we hope to get as the film is viewed has 
foundation on which to build a permanent at- 
titude change. 

In Joel Mondeaux. who sees himself as “a 
yesterday guy in a tomorrow job, and I don’t 
know what the hell to do about it,” every fac- 
tory man who secretly fears himself outpaced 
by the onrush of new practices and new 
standards will identify himself. And in one of 
the actual case histories photographed at San 
Diego, Sycamore Canyon Test Stands, and at 
Cape Canaveral, he will see a situation which 
comes close to his own job. 

Film Available to Other Industry 


In the final success of Joel Mondeaux, 
which is achieved by a simple character change 
expressed in the picture’s title, he will see him- 
self receiving the reward of being classed as 
one of the new elite, one of the plus-people, 
who can “cut it” under the tough conditions 
of the new industrial age. 

Locked On is almost an hour long; this is 
deliberate, to impress upon the factory view- 
ers that the subject is far more than ordinarily 
important. 

For other industries faced with similar prob- 
lems, prints of the film are available at $250 
cost through Parthenon Pictures, 2625 Temple 
St., Hollywood 26, Calif. Ly 


until he learns the meaning of “Locked On” 





CURRENT & OUTSTANDING SALES PROMOTION AND TEACHING PROGRAMS 


Budd Takes Automotive Engineers on Trip to Utopia 


Aute Men at Convention Enjoy Visual Visit to Company's New Body-Testing Lab 


Sponsor: The Budd Company. 


TiTLE: A Trip to Utopia, 14 min., color, pro- 
duced by Unifilms, Inc. 

Budd’s Automotive Division ordered this 
new film to be the centerpiece of the Division's 
beautiful exhibit at the Society of Automotive 
Engineer's convention in Detroit, last January 

Right in the heart of the exhibition Budd 
had a nice little 21-seat theatre with easy 
chairs (and foot vibrators!) that played to 
capacity for the whole week’s duration of the 
convention. 

Show a Second Film, Plus a Slidefilm 

A Trip to Utopia, though a feature pe-- 
former, was not Budd’s only audio-visual 
gambit. Another short film was displayed con- 
tinuously by rear projection in the “Testing 
Labs” section of the exhibit, and a slidefilm 
was projected continuously in the “Wheels” 
section. 

“Utopia” might be a lush tropical island of 
sun-warmed indolence and darkly-beautiful 


Budd’s body-testing lab offers automotive de- 
signers and engineers “A Trip to Utopia.” 


loa? 


girls to some guys, the film says, but not 
everyone’s utopia is the same. Take an auto- 
motive stylist—‘“For me it’s not the South 
Seas. That’s Escapia. No, in my utopia I'd 
strive only for pizazz and I'd see every spook I 
designed built. There wouldn't be a gorpy line 
anywhere—they'd all be ipsipipsi. And any- 
body on my team who came up with spaghetti 
or stinkle would be shot. They're all up here 
(tapping forehead )—and if I could get ‘em in 
production, that would be my utopia.” 

The engineer's perfection might be a solar 
engine; the production man might choose a 
line without bugs—just make the components 
and let folks assemble their own cars. But the 
man at the top sees no utopia anywhere. To 
satisfy today’s market he must make more 
styles, more more engines, different 
weights and prices than ever before. Quality 
has to be higher—costs lower. A nightmare. 


sizes, 


Company’s Lab Has Real Autopian Plan 

So, in steps Budd with a real Autopian 
plan. Budd, the fine old outfit that pioneered 
the disc wheel, the all-steel body, the produc- 
tion application of the unitized body. Here is 
Budd’s latest: one of the country’s largest 
labs for body testing. This research shop has 
come up with new ways to control the quality 
of brake drums, new breakthroughs in unitized 
automotive body construction, and many other 
advances. 

Budd’s pitch: when you have a red hot 
fender job and need extra facilities—Budd can 
do it. Short runs, quick die changes, literally 
the backstop of the industry. 

Budd will use the film as a general sales pro- 
motion tool—part of an increasingly diverse 
and effective audio-visual program instituted 
by Budd management during the past year. 


Fire's Chemistry, Physics Are Made Vivid and Clear 


“The Science of Fire” 


Produced by 


SPONSOR 
writers. 


National Board of Fire Under- 


rire: The Science of Fire, 20 min., 
produced by MPO Productions. 


color, 


Where does the flame go when you blow a 
candle out? What happens when you spray 
water on a fire? 

The answers to such basic questions as these 
are contained in a new teaching film, The 
Science of Fire, which is being offered prin- 
cipally to science classes in high schools and 
colleges, and to the general public as well 

The premise of the film is that the chemical 
and physical characteristics of the big subject 
of fire can be convincingly demonstrated by 
narrowing it all down to an intense look at the 
common candle. In fact, the film is actually 
based on a book by the British scientist 
Michael Faraday, Lectures on the Chemical 
History of a Candle (1861). 

MPO’s producer-director Lloyd Ritter set 


MPO fer National Beard of Fire Underwriters 


out with a prime object of making teaching 
aspects of the film very clear. It is not loaded 
with technical terms or difficult concepts. Sec- 
ondly, he has made a very beautiful film. Most 
of the scenes are in tight close-up, many are 
made using a high-speed camera. 

For instance, in answer to the question, 
“Where does the flame go when you blow a 
candle out?”—the 5,000-frames-per-second 
camera shows that it just moves slowly off the 
candlewick and gradually gets smaller until it 
disappears. The flame has the fantastic ap- 
pearance of seeming like a solid object, not a 
region. 

What does water do to a fire? The camera 
shows that the only thing water does is to cool 
the fire. If it cools the fire enough the flame 
goes out. 

The Science of Fire is available on free 
loan from the Bureau of Communications Re- 
search, 267 West 25th Street, New York. 


Producer Walter Engel (on left) sharpens his 
lens on baking scene with a specialist's care. 


Modern “Magic” of Bread 


American Bakeries’ Useful New Teaching 


Film Tells Facets on “The Staff of Life™ 


Sponsor: American Bakeries, Inc. 
TITLE: The Magic Bread Box, 13 min., color, 
produced by Walter Engel Productions. 


The film tells of the historical background 
of bread—the “staff of life” for all civiliza- 
tions since the dawning of mankind. It is a 
teaching film, designed for classroom use. 

After showing the background of bread— 
in early Egypt—and showing how wheat 
grows, the film then goes into a modern 
bakery to watch how a loaf of bread is pro- 
duced. The flour is sifted, aerated, enriched 
and then formed with water, yeast and other 
ingredients into a “sponge.” For 414 hours 
the bread ferments, taking on the porosity, 
texture and flavor it will have in its final form. 
During the forming process, the dough is 
“proofed” and excess gas is eliminated. Final- 
ly, the risen bread is baked, wrapped and 
on the grocery store counters in a matter of 
hours. 

The Magic Bread Box is a good example 
of a straightforward teaching film that will be 
useful to schools, particularly in the lower 
grades. Commercialism is restrained—‘Me- 
rita” and “Taystee” bread wrappers are only 
evident when normal to the action on the 
screen, 

Walter Engel is a specialist at picturing 
bakery products—sharpens his lenses on 
bread and rolls with ever-loving care. yy 
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Picturing a “Land of Viger”— 
Atlantic City Electric's 


Film Tribute to Jersey 








Sponsor: Atlantic City Electric Company. 
TiTLeE: Southern New Jersey, Land of Vigor, 


21 min., color, produced by Audio Produc- 
tions, Inc. 


* Many travelers through New Jersey remem- 
ber only the depressing scenery along the 
Turnpike and the Pennsy railroad tracks. This 
is unfortunate, for much of New Jersey is en- 
tirely different—particularly, as this film shows 
—in south Jersey, where industry, agriculture 
and recreation merge gracefully into a very 
nice place to live, visit and work. 

The story of this pleasant land is told in the 
film by John T. Cunningham, a columnist on 
the Newark LEDGER. He guides the camera to 
a hundred places of excitement, beauty and in- 
dustrial strength: the farmlands—some of the 
richest gardens in the world; the incomparable 
beaches and resorts; and the busy industrial 
plants which blend handsomely into the en- 
vironment. 

The film goes on to look at the early roots 
of Southern New Jersey, the battlegrounds, 
the historical houses—Batsto Mansion, Han- 
cock House—in a kaleidoscopic montage of 
considerable beauty. 

Particularly fine are scenes of the unique 
Pine Barrens—a million acres of mystery and 
challenge—where wild orchids grow, if you 
know the right place to look. 

Southern New Jersey will be used by the 
Atlantic City Electric Company to show resi- 
dents of the area—and interested outsiders, 
too, what is happening in south Jersey—how 
its fortunate location is leading to industrial 
expansion, more jobs, and more recreational 
facilities for visitors. iy 


A New Revere Film Shows— 
Facts on Copper Tubing 


for Construction Men 








Sponsor: Revere Copper & Brass, Inc. 


TITLE: Copper Tube in Building Construction, 
30 min., color, produced by Tiesler Produc- 
tions. 

This film is designed to interest men who 
work in building construction, particularly 
architects and engineers who must specify 
lighter and stronger materials in order to 
utilize every available inch of space. It is also 
aimed at contractors and mechanics who must 
translate specifications into actualities, invari- 
ably on the basis of highly competitive bids. 

The film shows how Revere copper tube 
has proven to be the ideal piping material in 
meeting contractual commitments efficiently 
and economically in both commercial and resi- 
dential building construction. 

Items: ... on-the-spot scenes of the in- 

(CONTINUED ON PAGE FIFTY-NINE) 
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PREVIEWS OF SOUND SLIDEFILMS FOR SALES TRAINING AND PROMOTION 


Beech-Nut Gives Buyers Market Facts on Baby Boom 


Aiding All Marketers, Salesmate Slidefilm Shows Sales Growth of Baby Foods 


SPONSOR: Beech-Nut Food Division, Beech- 
Nut Life Savers, Inc. 


TITLE: The Boom in Babyland, 10 min., ssf, 
color, produced by Rossmore Productions. 


Baby food is a big business. 380 million 
jars are sold every second—$265 million 
worth a year .. . by 1970 there will be a 
market for baby foods of over $400 million 
a year. 

Beech-Nut’s new Salesmate presentation is 
designed to tell this story dramatically to gro- 
cery buyers and buying committees of large 
chain stores. The film mentions its own brand 
name only once and pictures Beech-Nut prod- 
ucts only as another supermarket shelf item. 
The film is a plug for all baby food items. 

What is singularly important about baby 
food, says Beech-Nut, is that the baby food 
customer is also the best customer for just 
about every other product in the store. Give 
her enough stock, service and ample displays 
of baby foods and she'll be a steady customer. 

Young Mrs. Mother usually buys once a 
week, and she buys in quantity . . . more than 
67 per cent more food than other shoppers. 
Where non-mothers will spend $1,300 a year 
in the grocery store, the baby food buyer will 
spend $2,170. 

The film says baby is becoming a gourmet! 


Pediatricians now recommend more and more 
varieties to tempt baby’s palate. 50 new varie- 
ties introduced by Beech-Nut since 1955 now 
account for 33 per cent of sales. 

The film has some cute bunny-rabbit art for 
identification with baby, while the grocery 
business angles are factual photography— 
made “live” at a 57th Street supermarket in 
New York. 

Each Beech-Nut sales district has been 
equipped with a Salesmate projector for taking 
the baby food story directly to the buyer. 


Beech-Nut Food Division men are taking their 
slidefilm directly to buyers’ offices. 


Helping Retail Sales People Sell Revlon Products 


Two Top-Quality Slidefilms Help Introduce Sales System for Beauty Products 


SPoNsoR: Revlon, Inc. 


TITLES: Selling the Personal Way and The 
Color-Up Story, both 10 min., ssf., color, 
produced by Van Praag Productions. 


* Sales people of Revion products in depart- 
ment stores and specialty shops—‘Beauty Ad- 
visors,” they are called—are beginning to use 
a new sales system. Each customer, hence- 
forth, will be charted in a card file, listing skin 
types, hair color, etc. Thus, the Beauty Ad- 
visors can do a more active selling job over the 
counter, or by telephone with various cos- 
metics appropriate to each customer's needs. 

To help get the plan moving smoothly Rev- 
lon is distributing a new training slidefilm, 
Selling the Personal Way, which describes how 
it works. Properly, the film points up the ad- 
vantages of the Revion way of selling to the 
sales people themselves. It is told in conver- 
sational style by two beauty advisors as they 
recount their daily selling experiences. 

Color Fidelity in Hair, Skin Tones 

Being a Revion product, the stripfilm has 
to be pretty as well as sensible. The producer 
went through exquisite agonies to match the 
delicate shades of skin and hair tones in the 
finished prints to reality, but the results seem 
well worth the trouble. 

A second new Revlon slidefilm, The Color- 
Up Story, makes a convincing pitch for the 


firm’s new hair coloring product, Color-Up. 
It has a friendly, housewifey approach— 
narrated by Helen Darrow, who tells how 
her mother, her daughter, her sister, and even 
her sister-in-law—with the _ brassy-looking 
bleach job—find satisfaction in new hair 
beauty through Color-Up. 


A Story of Specialization: 


National Credit Office 


Shows Industry Service 








SPONSOR: National Credit Office. 


TitLeE: NCO Serves You, 10 min., ssf, color, 
produced by Rossmore Productions. 


The National Credit Office, now in its 60th 
year, attributes much of its success to concen- 
tration on a relatively few industries: textiles, 
leather, chemical, electronic, metal, automo- 
tive, aeronautical, appliance, bank services 
and mobile homes. Within these fields NCO 
specialists know their industries from every 
angle. 

This story is now being told “personally” 
to prospective National Credit Office mem- 
bers by NCO President Bill Bennett. Mr. Ben- 
(CONTINUED ON PAGE _ SIXTY-ONE) 
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Glen Canyon Dam, nearing completion, will bring power, water to this new frontier 


Sponsor: The First Security Corporation 
TITLE: Frontiers, 274% min., color, produced 
by Dick Durrance Films. 
* The First Security Corporation is one of the 
larger banks in the Rocky Mountain region 
It provides services for all of Utah and Idaho 
and has taken a leading part in fostering the 
rapid progress of the area. 

Frontiers pictures the background for this 
progress in the natural beauty of the two 
States, shows the resources that are just be- 
ginning to be adequately harnessed and har- 
vested. It could be called a travelog but the 
film seems rather bigger and more important 
than “travelog” connotes. 

Dick Durrance, who has long been known 
as one of the world’s greater ski photog- 


Below: Idaho farm land, made rich and pro- 
ductive through irrigation. Right: farmer Dale 
Stoller and son tour homestead fields 





raphers, proves in this film that he is a photog- 
rapher-director-producer with a much wider 
horizon. Frontiers has not only beauty but a 
consistent character. It comes across in re- 
vealing faces of farmers and miners and 
sheepherders, and in the moods of the colors 
—deep, rich, sometimes sombre reds of the 
Utah canyons, the dark, dramatic skies and 
shadowed mountain valleys of Idaho. 

Often the camera is restless—moving on 
almost every scene, as if to make the viewer 
feel the restless energy of this “youngest” part 
of the country. 

Contrast of Cities and Far Country 

Durrance shot 40,000 feet of film in over a 
year’s time to make Frontiers. His itinerary 
included the growing metropolis of Salt Lake 


BUSINESS SCREEN 


“FRONTIERS” 


Land, People of Idaho and Utah 
Reap Rewards as Their Resources 
Are Harnessed and Harvested . . . 





Construction worker on Glen Canyon Dam 
looks to the future when his work will bring 
new opportunities to the people of this land. 


City; quiet, settled Boise; and a little bit of 
everything from the Navaho reservations of 
southern Utah to the cool apple country of 
northern Idaho. Sometimes the viewer might 
wish to stay awhile at one place or another 
but there is much to see and we must move on. 

Complementing Durrance in the credits for 
Frontiers are a sterling group of New York 
production people: Jean Oser, with a master- 
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ful editing job; Robert Hertzberg, writer; Joe 
Julian, narrator; and Corelli-Jacobs, with a 
beautiful and particularly appropriate score. 
Selected by USIA to Show Abroad 

The film is currently playing “first-runs” in 
the Utah-Idaho area to guests of the First Se- 
curity Corporation. It has been picked up for 
foreign distribution by the United States In- 


Farmer Dale Stoller and his son pull a sugar 
beet to check for size and sugar content in this 
scene from the film “Frontiers.” 


formation Agency. And it has just been se- 
lected as one among 15 outstanding American 
industrial films for entry in the Second Inter- 
national Industrial Film Festival at Turin, 
Italy, this June. 

Supervising the successful Frontiers project 
for the First Security Corporation were Vice- 
President William Eccles, and Public Rela- 
tions Manager Mason Smith. ny 

The Man Behind This Picture .. . 

Dick Durrance has been a champion skier 
and ski photographer since his undergraduate 
days at Dartmouth. He began his motion pic- 
ture career as a test photographer for Boeing 
Aircraft during the war. 

Now located in Aspen, Colo., Durrance has 
recently shot several series of “mountain” 
commercials for Busch Bavarian Beer, and 
two films for Pan American World Airways. 
He is represented in New York by his old 
friend and college roommate, Joe Dunford, 
now president of his own company, Pelican 
Films, Inc. Le 


Films of the Year Reviewed! 


The consensus of all 1961 film award 
programs to date, highlighting the out- 
standing sponsored films of last year, 
will be presented in your next issue of 
BUSINESS SCREEN. The feature includes 
winners of 1961 National Safety awards. 
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Time-lapse photography enables Dr. Moon to show days of camellia growth within seconds. 


Those Inspiring Sermons from Science 


Moody Institute of Science Films Get Wide Industry Audience 


By Weldon 


REPRESENTATIVE FROM Moody Insti- 
tute of Science, Los Angeles, Califor- 
nia, approached an executive of a big 

industrial plant concerning the showing to the 
employees of inspirational films produced by 
MIS. He explained that the films were a 
unique combination of natural science phe- 
nomena and basic religious concepts. Em- 
ployees seeing them would have more whole- 
some attitudes and could be expected to be 
more subject to direction and control on the 
job. 

The executive said that he liked the mater- 
ial of the motion pictures, but that he was 
skeptical and doubtful about their reception 
in his plant. He pointed out that some of the 
other executives and employees might show 
resentment because of the “religious” side to 
the films. 

The caller suggested a preview for a repre- 
sentative group of employees including super- 
visors and union executives. 

Man’s Progress Prefaced by Nature 

The picture was entitled, The Prior Claim. 
As these men looked at the film, there un- 
folded before their eyes the fact that some of 
the most modern inventions of man operate on 
the same principles that lowly creatures of na- 
ture have been using from the time of creation. 
Throughout the film they saw that even in the 
inventions and developments which charac- 
terize this modern age man does not have 
the prior claim, but that wherever he may 
delve he finds that God has been there first! 

The film had barely ended when a man 
from the shipping department blurted out, 
“This is something the whole place should see!” 

The Prior Claim was shown in this plant, as 
well as God of Creation, Dust or Destiny, 


D. W oodson 


Hidden Treasures, Voice of the Deep, God of 
the Atom, Of Books and Sloths, Windows of 
the Soul and the other MIS epics. 

Men of the assembly line viewed each pic- 
ture with awe and reverence. All of the films 
appealed to their reason, stimulated their 
thinking and reached their hearts. At each 
showing, the workers left the projection hall 
with nothing but gratitude toward their em- 
ployers. 

Founded by Dr. Irwin Moon in 1941 

The founder and manager of Moody Insti- 
tute of Science is Dr. Irwin A. Moon. Its in- 
ception dates back to 1941. 

Dr. Moon at that time had been pastor of 
the Montecito Park Union Church in Los An- 
geles. A physicist and an ardent movie-maker, 
he had used illustrations from science to point 
up his talks with the young people of his con- 
gregation and found them eager listeners. 
Other groups were fascinated with his dem- 
onstrations to the extent that he finally re- 
signed his pastorate to devote his full time to 
presenting, as he phrased it, “Sermons from 
Science.” 

When the Golden Gate Exposition at San 
Francisco opened, Moon tried a daring ex- 
periment. He rented space near the Gayway 


Using inverting spectacles, Dr. Moon prepares 


for scene in “Windows of the Soul” that shows 
seeing is done in the brain as well as eyes. 
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INSPIRING LESSONS IN SERMONS FROM SCIENCE: 


(CONTINUED FROM THE PRECEDING PAGE) 
and designed a special show to compete with 
the carnival attractions. More than two tons of 
equipment, most of it homemade, went into 
the production of a spectacle that covered 
various aspects of science. 

Dr. Moon permitted a million volts of elec- 
tricity to flash through his body. The audience 
gasped in amazement. Then he fried an egg on 
a cold stove, lighted a lamp bulb with his bare 
fingers, time-compressed the growth of a 
camellia into a few seconds and gave his voice 
a “helium accent.” 

The show was a whopping success. Crowds 
came to look and to listen. 

Moody President an Exhibit Visitor 

One visitor to this incongruous show next 
to the Midway was Dr. Will H. Houghton, 
president of Moody Bible Institute. Subse- 
quently, the Moody Institute of Science, a de- 
partment of Moody Bible Institute, was estab- 
lished. 

The Sermons from Science films have been 
shown the world over. They have been praised 
by persons in such diversified walks of life as 
the late Albert Einstein, Lowell Thomas, Walt 
Disney and Captain Eddie Rickenbacker. 

They have been used in churches, youth 
groups and civic group meetings. They have 
served effectively on military bases, on the 
mission field and on television. These uses, 
along with their employment in business and 
industry, have influenced for the good the 
lives of millions. 

Management and labor are discovering a 
need to improve not only the working condi- 
tions and the physical environment of their 
plants and offices, but also a need to foster 
the remedying of those things that are wrong 
in people themselves—things that make them 
unsatisfactory and dissatisfied workers and 
deter them from attaining their highest capa- 
bilities. 

The Spiritual Essence of Good Work 

Employers and employees need to be en- 
couraged to replace a superficial approach to 
their work with that which is fundamental, 
lasting and of spiritual essence. 

Business and industrial officials have dis- 
covered that MIS films contribute toward this 
need. They have used them for: 

Supervisory training, general educational 
programs, executive development, safety and 


In “Prior Claim” the Venus fly-trap plant is 
shown to resemble man’s best bear trap . 


special occasions, public relations, dealer con- 
ferences, foremen’s meetings, sales meetings 
and employee activities. 

The films when shown have: 

Changed attitudes, stimulated constructive 
thinking, improved relations between em- 
ployees and informed and entertained. 

Films Are Used in Variety of Ways 

MIS films can be used in a variety of ways 
in plants, on or off company time. One typi- 
cal plant did this: 

Arranged to show one of the films three 
times a day: at 10 A.M., 2:30 P.M., and 4 
P.M. In this plant, it was possible to sched- 
ule work so that production was not inter- 
rupted. The plant men each lost only one hour 
and five minutes from their work at the most. 

The screen not only shows the wonders of 
science that can be perceived through natural 
vision, but it presents things solely visible to 
the aided eye. It does this by means of time- 





This Moody science film maker 
is capturing the beauty of snow 
crystals for “Hidden Treasures.” 


lapse photography, microscopic photography, 
the telescope and other scientific and photo- 
graphic equipment. 

The films make the viewer aware of the 
power, precision, beauty and design of nature. 
A talk at the end of each brings out the rela- 
tionship between science and human prob- 
lems. 

One employee said after seeing a film, “We 


Bolas spider, seen in “The Prior Claim” cap- 
tures its prey by hurling a sticky bolas .. . 


should all each day do the most with what we 
have been given.” 

Another employee stated, “Our emphasis 
on material improvements, such as produc- 
tion methods, etc., is good, but there is some- 
thing much more important—the improve- 
ment of men’s thoughts and spirits.” 

A third expressed it this way, “The films 
help us to realize that each person fits into 
God’s plan and that we should treat each one 
as a human individual and as a person.” 

Favorable Comments by Employers 

Employers also have made favorable com- 
ments on the films, as the following examples 
indicate: 

“I was really amazed at the very fine com- 
ment that we received on every showing,” an 
executive of the Pet Milk Company reported 
after a series of presentations in plant and 
station towns to a combined audience of al- 
most 4,000 persons. “In fact, in all my years 
with the company, I heard during the last 
week the highest compliments paid to the Pet 
Milk Company that I have ever heard before.” 

“We in Fisher Body have found these films 
to be an excellent method of promoting em- 
ployee good will and stimulating attitudes 
within the organization,” a spokesman said. 
“It is almost impossible to convey the enthusi- 
asm with which they have been received in 
our plants.” 

“Today we are returning your film The 
Prior Claim,” wrote a representative of the Kel- 
logg Company, Battle Creek, Michigan. “It 
was shown January 31 to Kellogg families in 
the W. K. Kellogg Auditorium here in Battle 
Creek. Approximately one thousand persons 
were in attendance. 

“We certainly appreciate your making these 
films available to us. Audience reaction was 
excellent, even small children were interested 
enough to remain very quiet while they were 
watching your film.” 

Film Received With “Intense Interest” 

“As you know, we have just recently shown 
the film from the Moody series Sermons From 
Science entitled The Prior Claim to approxi- 
mately 125 members of our management 
group,” commented an official of the Victor 
Adding Machine Company. “This film was re- 
ceived with the same intense interest as the 
previous films.” 

“We have shown a number of the Sermons 
from Science films, produced by Moody In- 
stitute of Science, to our Management Club,” 
(CONTINUED ON PAGE FIFTY-NINE) 


Ultrasonic amplifier captures clicks made by 
bat, heard in MIS film “Dust or Destiny.” 
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FOUR FILMS SER\ 





KE VARIED FIELDS 


Fashion Forecast by the Garment Workers 


Nationwide Women’s Audiences View New Colors, Styles 


Sponsor: International Ladies 
Garment Workers Union. 


TITLE: Fashion—S pring and 
Summer, 1961, 15 min., color, 
produced by Eleanor Lambert. 


Watch for the new “hothouse” 
colors in women’s clothes this 
spring. Pink and orange and the 
like will be in strong favor, ac- 
cording to this new film recently 
released by the ILGWU. 

The new colors and fashions 
seen in the film have been de- 
signed by such leading names as 
Cassini, Fogarty, Trigere and 
Sondheim. The film is aimed at 
the average American woman and 
apprises her of basic fashion 
changes, here and incoming, and 
how the changes will affect her 
choice of new clothes in coming 


seasons. It also highlights the im- 
portance of the Union label in the 
American woman’s clothes econ- 
omy. 

According to Eleanor Lambert, 
fashion coordinator of the film, it 
covers a wide range of trend in- 
formation from the shape of the 
new suits and coats to the pro- 
phetic flare silhouette. Prices rep- 
resented in the film range from the 
little-or-nothing up to the height 
of the couture range and are in- 
terpreted in their fashion signifi- 
cance and application to various 
types of figures. 

The film is being made avail- 
able to women’s clubs, colleges, 
churches and women’s industrial 
and commercial organizations 
through Modern Talking Picture 
Service, 3 E. 54th St... N.Y. & 


Improving Your Home With Western Pine 


Sponsor: Western Pine Associa- 
tion. 


TITLE: Operation Attic, 20 min., 
b/w, produced by Photo-Art 
Commercial Studios. 

Beginning in a retail lumber 
yard, this is a documentary film 
story of how a young couple finds 
more space for living by trans- 
forming their unfinished attic into 
a useful upstairs. 

It shows how the lumber dealer 
assists his customers in selecting 
the materials—in this case, hand- 
some wood paneling from the 
Western Pine region. Then it 
launches into a description of the 
preparation of the materials and 
attic for paneling and carefully 


Prescription Aid for 
Sponsor: Schering Corporation. 


TITLE: Prescription Writing in 
Modern Dentistry, 25 min., 
color, produced by Kevin Dono- 
van Films. 


This film stresses the impor- 
tance of specific, individualized 
prescription medication in dental 
therapy. A recent survey of the 
American Dental Association has 
disclosed that more than eleven 
million drug prescriptions are 
written annually by dentists 
throughout the United States. 

The story line involves a young 
dentist, in practice for only six 
months, who visits his uncle, a 
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details the installation procedures. 
Important points in construction 
for the home carpenter are ex- 
plained: nailing and sawing, as 
well as methods of staining and 
final finishing. Flooring, trim, 
moulding, paneling, patterns, fur- 
ring and many more important 
points are considered. 

In finale, the viewer is shown 
the room delightfully furnished— 
a perfect example of what can be 
done through combining good ma- 
terials and the advice and service 
of a competent retail lumber 
dealer. 

Operation Attic is available to 
TV stations for public service use 
through Modern TV, New York. 


the Modern Dentist 


well-established practitioner, for a 
“dentist-to-dentist” discussion of 
professional problems. Through a 
series of flashbacks, inserts and 
other special effects, modern den- 
tal techniques, practices and re- 
sponsibilities are explored. 
Intended for viewing by mem- 
berships of regional, state and 
county dental associations, Pre- 
scription Writing in Modern Den- 
tistry is also suitable for instruc- 
tion of undergraduate and gradu- 
ate students in dental schools. 
Prints may be borrowed from 
either Schering Corp., Union, 
N. J., or the American Dental As- 
sociation, 222 Superior, Chicago. 
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Illustrative art sequence shows early exploration of the Delta. 


A Colorful Saga on “The Delta Orinoco” 


History and Lere of Fabled Land Shown to Venezuelans 


Sponsor: Creole Petroleum Cor- 
poration. 


TITLE: The Delta Orinoco, 25 
min., color, produced by Wil- 
lard Pictures, Inc. 


Creole Petroleum Corporation, 
a Venezuelan oil company affili- 
ated with Standard Oil Company 
(N.J.), has made excellent use of 
news and information films for 
many years. In addition to a regu- 
lar newsreel about activities of 
Creole people, which plays in 
theatres and on television, Creole 
has made useful films on conser- 
vation and Venezuelan wild life. 

Typical of these films, and the 
best to date, is The Delta Ori- 
noco, which pictures a_ wide 
variety of flora and fauna of one of 
the world’s wildest areas—the 
7,000 square mile Orinoco delta. 

Columbus entered the delta in 
1498 and named many of the 
channels: Mouth of the Serpent, 
Mouth of the Dragon, etc. Later 
both Amerigo Vespucci and Sir 
Walter Raleigh explored the 
mouths of the great river. 

Little has changed since then. 
The land area is still made of 
small irregular mangrove islands 
and travel is possible only by 
boat. 

After an introductory sequence 
of art-based historical description 





Columbus, Vespucci and 
















of the region, The Delta Orinoco 
concentrates first on bird life— 
toucans, parrots, egrets, jacanas, 
herons—photographed with im- 
mense patience by photographer 
Robert C. Hermes from a blind 
set up in a small channel. 

Tropical fish, barnacles and ane- 
mones come next to our attention 

. and the most curious anableps, 
a fish that swims on the surface 
of the water and has divided eyes 
for seeing both below the surface 
and in the air. 

Insects to be seen are the walk- 
ing stick—looking exactly like a 
twig, the familiar praying mantis, 
click beetle and ant lion, which 
captures its prey by throwing sand 
at small insects so they may lose 
their footing and stumble into the 
ant lion’s trap. 

Throughout the entire Orinoco 
delta there are only two or three 
Capuchin mission settlements for 
the Indians. The film shows the 
Indians to be quite friendly. They 
have a partiality for fat, cater- 
pillar-like worms called Moree- 
che. A small boy eating a handful 
of these wriggling worms is a 
sight not easily forgotten! 

The Delta Orinoco will be 
widely shown throughout Vene- 
zuela. Narration is in Spanish, 
only. No English version is 
planned at present. Ly 


Sir Walter Raleigh were early visitors. 
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Sacred music productions such as “Heavenly Harmonies” and “Vesper 
Melodies” are filmed with stylized scenery and dramatic lighting effects 
for which the Division of Cinema has most complete facilities. 


“Angel With a Camera in His Arms’ 


Brings Bob Jones’ Films to World Audience 


Teacher and Preducer of Religious Films, Cinema Division 


of Bob Jones University Observes Tenth Year in the Field 


"yes RVING its tenth anniversary 
as a producer of religious and 
educational motion pictures is 
Unusual Films, the Division of 
Cinema of Bob Jones University 
at Greenville, South Carolina 
During the past decade, the mo- 
tion picture ministry of the 
Bob Jones University has been 
extended to every continent, and 
fulfilling part of its aim, literally 
thousands of conversions have re- 
sulted from showings of the reli- 


gious films produced on the 
campus 

Director of Unusual Films is 
Mrs. Gilbert Stenholm, who has 
held the post since the department 
was established by Dr. Bob Jones, 
Jr., president of the University. 
She is responsible not only for 
directing all the films, but also 
for the business operations of the 
studios, including distribution of 
all the productions. 

Other key members of the staff 


This set for Unusual Films’ “Wine of Morning’ shows the courtyard of 
the palace of Pontius Pilate, where Jesus Christ was judged before his 
crucifixion. The production staff is preparing to shoot the scene. 


are Robert Craig, cinematog- 
rapher; George Jenson, chief edi- 
tor; Miss Alice Cromley, photo- 
graphic technician; Wade K. Ram- 
sey, photographer; William E. 
Phillips, sound engineer; Charles 
Applegate, screen writer and 
make-up artist; and Mrs. Melvin 
Stratton, make-up technician. Most 
of the members of the staff also 
teach academic courses in the Di- 
vision of Cinema. 
Among Best in Country 

The facilities of the Division, 
both for the teaching of film tech- 
nique and for the production of 
Christian and educational films, 
are recognized as among the best 
in the country. The department 


Setting the lights for a scene in 
“Fortress of Faith,” the film which 
tells University’s story. 


also operates a complete labora- 
tory for still photography. 

A survey by the Society of 
Motion Picture and Television En- 
gineers listed Bob Jones University 
as one of the three outstanding 
schools in America offering mo- 
tion picture training. 

Evidence of the performance of 


A Sound Editing Film 


For production groups inter- 
ested in editing motion picture 
sound, the Audio-Visual Center, 
Indiana University, has produced 
a 10-minute motion picture titled 
Editing Synchronous Sound, as 
part of its series on photographic 
topics. 

The film presents a step-by-step 
procedure for editing sync sound; 
the story line of the various se- 
quences explains the shooting 
phase of a sound motion picture 
and its relationship to sound edit- 
ing. 

These Are Main Points 

At an editing bench an editor 
explains the selection of sound 
takes, the marking of the film, and 


the department are the numerous 
honors bestowed on it. Among 
them is the Screen Producers 
Guild Silver Medallion for Inter- 
Collegiate Film Competition, and 
nine awards for excellence from 
the National Evangelical Film 
Foundation. 


Winner of Top Awards 


Four of the NEFF awards were 
given for Wine of Morning, the 
first film ever to capture all of the 
top awards of the Foundation. 
This film was selected by the Uni- 
versity Film Producers Associa- 
tion to represent America at an 
International Congress of Cinema 
School Directors, held at the Can- 
nes Film Festival and in Paris, 
France. 

Wine of Morning was chosen 
deliberately because the UFPA 
committee felt the contrast be- 
tween its Christian message and 
the atheistic philosophy of the 
communist entry would be “most 
revealing.” Unusual Films’ direc- 
tor represented America as a dele- 
gate to the Congress and delivered 
a key address. 

These Typical Productions 


Unusual Films has produced 
several feature-length story pic- 
tures, three Christian musical films, 
two documentary travel films, and 
educational, television, short sub- 
ject and special productions. The 
films are available for showings 
in churches, schools, civic groups 
and TV. 

All Unusual Films releases are 
designed to carry a Gospel mes- 
sage. This is the purpose exempli- 
fied by the trademark of the de- 
partment—an angel bearing a 
camera in its arms. As Dr. Bob 
Jones, Jr., puts it: “An angel is a 
messenger, and our films are films 
with a message.” a 


for Production Groups 


the breakdown of the picture foot- 
age. Three main points are de- 
veloped in the film: (1) establish- 
ing synchronization cues during 
shooting, (2) re-establishing these 
cues during editing, and (3) main- 
taining synchronization between 
picture and sound track through- 
out the editing process. 
How to Get This Film 

The film is available in color 
($100) or black and white ($50). 
Preview, purchase or rental in- 
formation concerning Editing 
Synchronous Sound may be ob- 
tained by writing to Gene Hinton, 
Coordinator of Film Information, 
Audio-Visual Center, Indiana Uni- 
versity, Bloomington, Indiana. 
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“Now we can train new salesmen with movies 
anywhere, any time...in just an hour” 


“Our training movie provides trainees with more 
thorough comprehension of our way of selling than 
training manuals ever did, and it’s less expensive and 
more efficient than traveling training experts,” says 
T. O. Kaplen, Executive Vice President of Atlas 
Sewing Centers, Inc., headquarters, Houston, Texas. 

“It works so well that we've given each of our 
65 store managers a 16mm Kodak Pageant Sound 
Projector so that any one of them can train new men 
when they want to. 

“Our choice of projector, we knew, would be im- 
portant, because store managers, like everyone else, 
are too busy to worry about machinery that’s com- 
plicated to operate or too much trouble to keep in 
running order. After many ‘loaner’ demonstrations 
of various makes, and after asking others who use 
movies, we decided the Kodak Pageant would be 


easiest to operate, and would have the stamina to 
take inexperienced handling. 

“Our movie was professionally produced. And it, 
along with this uncomplicated Kodak Pageant Pro- 
jector, makes a training session smooth, interesting, 
and understandable. The demonstration is ideal. The 
trainee sees and hears not only what to say and when 
to say it, but also how to say it, even to the proper 
inflection, emphasis, and gestures. 

‘““None of the precisely worked out message is ever 
omitted or diluted. And outside pressures have no 
interfering influence. Our trainee is ‘captive’ in a 
darkened quiet room—the right atmosphere for 
concentration.” 


If you would like to learn more about the way movies 
are being used by business and industry, or if you 


would like literature about Kodak Pageant Projectors, 
mail this coupon to us now. 

You may see a Kodak Pageant demonstrated by 
calling your Kodak audio-visual dealer. 


Kodak Pageant Projector 
EASTMAN KODAK CO.), Dept. 8-V, Rochester 4, N.Y. 


Send me, without obligation, Kodak Pageant 
Bulletin, V3-22. 


NAME 
TITLE 
ADDRESS 


Kodak Pageant Projector } EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


NUMBER 2 ¢ VOLUME 22 ¢ 1961 





MOTION PICTURES & SLIDE FILMS FOR SAFETY EDUCATION 


16mm Motion Pictures 
OCCUPATIONAL 


Day With Maintenance-of-Way, A, 

30 min., color. Sponsor and Pro- 
ducer: Missouri Pacific Railroad Co. 
Illustrates safe work practices of 
railroad maintenance-of-way em- 
ployees. 


Electrical and Electronic Safety, 9 
min., b/w. Sponsor: U. S. Air 
Force, AACS-MATS, Scott AFB. 
Producer: Air Photographic & 
Charting Service, Orlando AFB. 
Depicts circumstances of a fatal ac- 
cident on electronic equipment. 


Flame Propagation, 20 min., color. 

Sponsor: American Gas Assn. 
Producer: Kennedy Productions, Inc. 
Demonstrates hazards associated 
with misuse of explosion-proof 
equipment. 


Flammables Engineering, 26‘ min., 
color. Sponsor: Protectoseal Co. 
Producer: Audio Productions, Inc. 
Presents fire prevention principles 
applied to flammable substances. 


Hard Hats and Thinking Caps, 29% 

min., color & b/w. Sponsor: Amer- 
ican Bridge Div., U. S. Steel. Pro- 
ducer: Mode-Art Films. Emphasizes 
the necessity of alertness to safety 
for structural iron workers. 


High-Low Bid, The, 27 min., color. 

Sponsor and Producer: Employers 
Mutuals of Wausau. Tells impor- 
tance of safety performance to man- 
agement in construction industry. 


Man Who Didn't Believe in Acci- 
dents, The, Sponsor: Packaging 
Equip’t. Div., Ex-Cell-O Corp., with 
Milk Industry Foundation. Producer: 
Robert J. Enders, Inc., MGM Stu- 
dios. Personal aspects of accident 
prevention for dairy employees. 


115 Volts—Deadly Shipmate, 19 

min., color. Sponsor: U. S. Navy, 
Bur. of Naval Weapons. Producer: 
Depicto Films Corp. Re-enacts acci- 
dent situations of Navy personnel 
on low-voltage equipment. 


Propellant Plus Heat, 20 min., color. 

Sponsor & Producer: Thiokol 
Chemical Corp., Redstone Div. 
Shows precautions required in han- 
dling to prevent ignition of solid 
propellants. 


Quota, The, 25% min., color. Spon- 

sor: Clark Equipment Co., Con- 
struction Machinery Div. Producer: 
Pilot Productions, Inc. Dramatizes 
accidents that occur to construction 
equipment operators. 


Safety in Highway Surveying, 25 

min., color. Producer: Bur. of 
Public Roads, Dept. of Commerce. 
Explains hazards of working in 
timber land and mountainous coun- 
try. 


Safety is Always Our No. 1 Busi- 
ness, 12% min., color. Sponsor & 
Producer: Caterpillar Tractor Co. 
Instructs new employees in the im- 
portance of safety 
erations. 
Safety Wise (series), 10 min. ea., 
b/w. Sponsor: Nat’l Safety Coun- 
cil. Producer: Cal Dunn Studios. 


in company op- 
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These sound motion pictures and slidefilms for safety educa- 
tion, all produced or released last year, comprise the 1961 Contest 
Entries currently being judged for the annual awards given by The 
National Committee on Films for Safety. This check-list is pre- 
sented as a useful reference source for your safety program. 


Help Yourself to Safety, employee 
responsibility in recognizing and 
correcting unsafe acts and condi- 
tions; Not Even One Chance, how 
a worker changes his attitude to- 
ward chance-taking; Safe As You 
Know How, how a worker can de- 
velop safe personal work habits. 


Static Electricity, 22 min., color. 

Sponsor: American Gas _ Assn. 
Producer: Kennedy Productions, Inc. 
How static electricity is generated 
and its control. 


Tactical Air Command Programmed 

for Safety, 27% min., color. Spon- 
sor: U. S. Air Force, DIG/Safety, 
Norton AFB. Producer: Air Photo- 
graphic & Charting Service. Follows 
importance of training to overcome 
in-flight problems. 


TRAFFIC AND 
TRANSPORTATION 


Auto, U. S. A., 27 min., color & 

b/w. Sponsor: Perfect Circle Corp. 
Producer: Dynamic Films, Inc. Re- 
views reduction of traffic congestion 
and accident problems through plan- 
ning. 


Can You Stop In Time, 9 min., color. 

Sponsor: Nat’l Assn. of Automo- 
tive Mutual Insurance Cos. Pro- 
ducer: Dallas Jones Productions, Inc. 
Describes need of professional 
drivers to know stopping distance 
factors. 


City Driving, 22 min., b/w. Sponsor 

and Producer: Ford Motor Co. 
Demonstrates city driving  tech- 
niques—especially for driver educa- 
tion students. 


Driving Under Special Conditions, 

19 min., b/w. Sponsor & Producer: 
Ford Motor Co. Stresses hazard 
factors during adverse conditions— 
especially for driver education stu- 
dents. 


Emergencies in the Making, 14 min., 

color & b/w. Sponsor: AAA 
Found’n for Traffic Safety. Pro- 
ducer: Calvin Productions, Inc. Out- 
lines types of traffic emergencies 
and how best to combat them. 


Expert Driving (series), 10 min. ea. 

Sponsor: Nat’l Safety Council. 
Producer: Gilbert Altschul Produc- 
tions. Experts Count "Em All, b/w, 
value of professional 
drivers making reports of even mi- 
nor accidents; Jn Case of Accident, 
b/w, for professional drivers, proper 
procedures at time of an accident; 
Preventable Or Not, b/w, explains 
meaning of preventable accidents to 
professional drivers; For Experts 
Only, color, emphasizes excellence 
of driving performance through 
Safe Driver Awards. 


stresses 


For the Road, 13% min., b/w. Pro- 
ducer: WJZ-TV, Baltimore, Md. 
Designed for voice-over open and 
close, film shows consequences of 
drinking at bar before driving. 


Highway Driving, 17 min., b/w. 

Sponsor and Producer: Ford 
Motor Co. Shows basic safe habits 
for highway driving. 


In Step With Safety, 14 min., color 
& b/w. Sponsor: Diveo-Wayne 
Corp. Producer: The Carson Co., 
Inc. Portrays to students right and 
wrong conduct on school buses. 


Intersection Safety, 10% min., color. 
Sponsor: Nat’l Assn. Automotive 
Mutual Insurance Cos. Producer: 
Dallas Jones Productions, Inc. Basic 
rules for handling certain types of 
intersection accident situations. 


It Takes Two to Crosswalk, 6% 

min., b/w. Sponsor: Pedestrian 
Safety Committee, Toronto, Can. 
Producer: Chetwynd Films Ltd. To 
inform Toronto pedestrians of new 
crosswalk system. 


Jerks That Irk, 11 min., color. Spon- 

sor & Producer: MFA Insurance 
Cos. Illustrates some driving habits 
and discourtesy that irritate other 
motorists. 


Look—Stop Backing Accidents, 10 

min., b/w. Sponsor: Nat’l Safety 
Council. Producer: Gilbert Altschul 
Prods. Demonstrates professional 
drivers’ backing problems and how 
to avoid them. 


Produced For You, 3 min., color & 

b/w. Sponsor & Producer: Acorn 
Films of New England, Inc. An ac- 
cident strikes close to a person who 
condones violations. 


Safety Through Seat Belts, 13 min., 

b/w. Sponsor: U. S. Public Health 
Service & Univ. of Calif., L. A. 
Producer: Charles Cahill & Assoc., 
Inc. Documents collision tests prov- 
ing value of seat belt use. 


Security Clearance, 21 min., color. 

Sponsor: Marshall-Eclipse Div., 
The Bendix Corp. Producer: Robert 
Fisher Prods. On importance of 
proper checking and installation of 
brakes. 


Silent Witness, The, 28 min., b/w. 

Sponsor: Wm. S. Merrell Co. Pro- 
ducer: Dynamic Films, Inc. Case 
study of use of intoxication tests in 
traffic courts. 


To See Ourselves, 14% min., color 

& b/w. Sponsor & Producer: 
Aetna Casualty & Surety Co. Por- 
trays average motorist who thinks 
other driver is always wrong. 


Using Your Traffic Records, 21 min., 

color. Sponsor: Highway Traffic 
Safety Center, MSU. Producer: A-V 
Center, MSU. Use of traffic records 
system for better enforcement and 
engineering. 


Winter Driving, 24 min., color. Pro- 

ducer: Bur. of Public Roads, Dept. 
of Commerce. Illustrates driving 
techniques for safer driving on snow 
and ice. 


Witness to An Accident, 11 min., 
color and b/w. Sponsor: Insurance 
Institute of Indiana. Producer: A-V 
Center, Indiana Univ. Police officer’s 
method in accident investigation. 


You And Your Bicycle, 14 
color and b/w. Producer: Robert 
M. Carson Productions, Inc. Out- 
lines a bicycle safety program, with 
helpful hints for all riders. 


min., 


HOME SAFETY 


Electrical Safety in the Home, 14 

min., color. Sponsor & Producer: 
A-V Center, Stout State College, 
Menomonie, Wis. Proper prevention 
or correction of common home elec- 
trical hazards. 


Poison in the House, 10% min., 

color. Sponsor: Bur. of Maternal 
& Child Health, New Hampshire. 
Producer: Poison Information Cen- 
ter, Mary Hitchcock Memorial Hos- 
pital. Puppet with ordinary house- 
hold products that can be poisonous 
to children. 


Pound of Prevention, A, 11% min., 

b/w. Sponsor: Dr. Gordon D. Jen- 
sen, Univ. of Washington, Seattle. 
Producer: U. S. Air Force & Dr. 
Jensen. How a small child gets 
burned, and subsequent hospital 
treatment. 


Safe at Home, 29% min., color. 

Sponsor: Merck Sharp & Dohme, 
Merck & Co. Producer: Advantage 
Enterprises. Many ways children 
can have accidents around the home. 


GENERAL SAFETY FILMS 


Accident Investigation Board, The, 

52 min., b/w. Sponsor: U. S. Air 
Force, Norton AFB. Producer: 
Leonard Anderson Assoc. How an 
investigation board functions; fol- 
lows actual procedure. 


Be Water Wise—Boating, 20 min., 

color. Sponsor: U. S. A. F., Nor- 
ton AFB. Producer: Air Photo- 
graphic & Charting Service, Or- 
lando AFB. Safe use of boats; 
marine regulations. 


Be Water Wise—Swimming, 20 min., 

color. Sponsor: U. S. A. F. Pro- 
ducer: Air Photographic & Charting 
Service, Orlando AFB. Good rules 
for swimming activities at beach, 
lake, pool. 


Better Boating, 10 min., color. Spon- 

sor & Producer: Anthony Lane 
Film Studios, Inc. General rules for 
safe use of boats. 


Danger—High Voltage, 16 

color. Sponsor: Omaha _ (Neb.) 
Public Power District. Producer: 
Walter S. Craig Film Prods. Haz- 
ards of flying kites and climbing 
trees near electrical wires—for ele- 
mentary grades. (Cont'd on P. 46) 


min., 
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Using color, animation, music and humor, Walt 
Disney makes a major contribution to both on- 
the-job and off-the-job safety education. 


His unique ability to capture audiences of all 
ages — teaching most effectively as he enter- 
tains superbly — makes these films ideal for use 
in every type of safety program. 


(POORER ot 
_ FOR PLANT SAFETY: 


_. ‘HOWTO 

(7° HAVE AN 

~ ACCIDENT 
AT 


WORK" 





FOR FAMILY SAFETY: 


“1M NO FOOL WITH A 
BICYCLE” 


“PM NO FOOL WITH FIRE” 


“MNO FOOL AS A 
PEDESTRIAN” 


“1M NO FOOL IN WATER” 
“I'M NO FOOL HAVING 





J 


es 


DISNEY 


ae” 


FOR HOME SAFETY: 


“HOW TO 
HAVE AN 
ACCIDENT 





EN 


FOR TRAFFIC SAFETY: ee IP AS ie 


“MOTOR 
MANIA” 


"ANYBURG, . 
US A” 





For prices and more information including how pre- 


FUN” - view prints may be obtained — USE THIS COUPON. 
EDUCATIONAL FILM DIVISION, WALT DISNEY PRODUCTIONS, BURBANK, CALIF 


Name Title 


Company 


All films one reel (8-10 minutes) 
— 16mm sound—color by Technicolor 


Address 
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(CONTINUED FROM 


Debbie’s Safety Lesson, 15 min., 

color. Sponsor: Calif. Traffic Safe- 
ty Found. Producer: Cine-Tele Pro 
ductions. Shows safety precautions 
for youngster starting school. 


PAGE 44) 


Electricity: 
1l min., 
Coronet 


Principles for Safety, 
color & b/w. Producer 
Films. Points 
hazards and 
eliminated. 


Instructional 


out common electrical 


how they can be 
F-106 


color, 


Escape & Survival, 21 min., 
Producer Div. of 
General Dynamics Corp. Gives func 
rocket prope led 
f F-106, 
No Second Chance, 25 min., color & 
Stan Loewy. Pro 
ducer: Dr. Ben B. Thompson, River 
Calif. Directed to prevent 
drownings at pools by proper train 
ing of lifeguards. 


Convair, 
tional aspects of 
escape 


system o 


b/w. Sponsor: 


side, 


Our Obligation, 25% min., color. 

Sponsor & Producer: L. A. City 
Fire Dept. Portrays cause and effect 
of fire hazards in out-moded 
schools. 


many 


Price of Fire, The, 23 min., 

Producer: Nat'l Film 
Canada. Designed as reminder of 
fire menace and of prevention meth 
ods, 


D/ Ww. 
fjoard of 


Safest Township Anywhere, The, 27 
min., color. Sponsor: General Mo 
tors Corp. Producer: Jam Handy 
Organization. Story of township that 
organized for all-out safety. 


Search and Rescue—Pleasure Craft, 

26 min., Sponsor & Pro 
ducer: U. S. Coast Guard. Explains 
Coast Guard operations in rescue of 
small boats in distress. 


color. 


Seconds to Safety, 14% min., color. 
Sponsor: Aetna Casualty & Surety 
Co, Producer: Maher Productions. 
Describes cooperation of school and 
fire dept. officials to prevent fires. 


SNAP-IIL Operational Tests, 

min., color. Producer: The Martin 
Co. Presents safety problems pecul- 
iar to a radioisotopic generator. 
Theobald Faces the Facts, 

min., color & b/w. Sponsor: 
Woman’s Christian Temperance 
Union. Producer: Cal Dunn Studios. 
Discusses some drinking-driving fac- 
tors—primarily for high school stu- 
dents. 


99, 


13% 


Nat’l 


Theatrical Motion Pictures 


How to Have an Accident at Work, 

8 min., color, 35mm & 16mm. Pro 
ducer: Walt Disney Productions. On 
occupational safety. 


TV Spots and Shorts 
Better Boating & Water Skiing, ser- 


ies of 2 
sor & Producer 
League, Toronto, 
Water Safety. 


b Ww. 
Ontario 
Ont. 


(58 sec. ea.) Spon- 
Safety 


Subject: 


Buckeye Safety Parade, series of 11, 
(50 sec. color & b/w. Spon 
and Producer: Ohio Dept. of 
Highway Safety & Ohio State 
Subject: Traffic Safety 


ea.) 
sor 


Univ. 


SEE WINNERS NEXT MONTH! 


NATIONAL SAFETY 


Is Your Family Safe From Death 
by Fire? 3% min., color & b/w. 
Sponsor: Reader’s Digest Assn., Inc. 
Producer: Vavin, Inc. Subject: Home 
Safety. 
Safety Clips, 60 sec., b/w. Sponsor 
and Producer: Nat'l Film Board 
of Canada. Subject: Traffic Safety. 
Statistic 
oponsor 
Nat’l Safety 
Bloss, AY itt 
Telemation, 
patety. 


To Make 


1 


Speaks, A, 80 sec., b/w. 
Greater L. A. Chapter, 
Council. Producer: Ray 
ation Photography & 
Inc. Subject: Traffic 


Streets Safe After Dark, 
3% min., color and b/w. Sponsor: 
Reader’s Digest Assn., Inc. Pro- 
ducer: Vavin, Inc. Subject: Traffic 
Safety 
Traffic Safety Spots, 
(60 sec. ea.) b/w. Sponsor: Michi 
State Univ. Highway Traffic 
Safety Center & Traffic Safety Assn. 
of Detroit. Producer: M. S. U. A-V 


Center. Subject: Traffic Safety. 


series of 9 


gan 


35mm Sound Slidefilms 
OCCUPATIONAL SAFETY 


Everything Under Control, 15 min., 
color. 


Assn. 


Sponsor: Gas 


Produc- 


American 
Kennedy 


Producer 


America’s 


FILM 


AWARD CONTESTANTS 


tions, Inc. Safe methods and pro- 
cedures at gas sites for gas utility 


workers. 


From a Bed of Pain, 17 min., color. 
Sponsor: Consumers Power Co. 
Producer: Martin B. Kies. Re-enacts 
electric shock accident and 
victim’s progress through 
and hospitalization. 
Lift With Your Head, 6 min., color. 
Sponsor: Firestone Tire & Rubber 
Co. Producer: and Patenaude. 
Cartoon characterization of right 
and wrong ways to lift merchandise. 


follows 
surgery 


Close 


Precaution, 14 min., color. Sponsor: 

Phillips Petroleum Co. Producer: 
Centron Corp. Informs of proper 
use of equipment and safe handling 
of anhydrous ammonia. 


Judged by National Committee 


e Leaders of national organizations 
directly concerned with all phases 
of safety education comprise the 
National Committee on Films for 
Safety. The National Safety Coun- 
cil’s Bill Englander is the perma- 
nent secretary. 

Final selections of winners of the 
coveted bronze plaques for 1960's 
outstanding motion pictures and 
slidefilms for safety education will 
be presented in Issue Three (next) 
of Bustness ScREEN. Watch for it! 


Progress Since 


Pioneerin g 
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Seattle’s Citizens Look 
to Their Water Resources 


Sponsor: Seattle Water Depart- 
ment, Seattle, Washington. 


TITLE: Seattle’s Heritage: A Com- 
munity Resource, 24 min., 
color, produced by Rarig Film 
Productions. 


Surveying their own community 
to acquaint residents of the 
Greater Seattle Area with the lo- 
cal watershed operations _ that 
benefit their homes and industry, 
this color film is an informative 
look at how one area of our 
country handles its resources. 

A visit to the Seattle watershed 
shows how the water is protected 
and its purity preserved with mini- 
mum chemical treatment. Other 
aspects show how modern forestry 
and logging practice aids in 
watershed development, and how 
limiting public access to the wa- 
tershed is essential in preserving 
the water’s purity. 

Seattle’s Heritage: A  Com- 
munity Resource is being distrib- 
uted by the producer, Rarig Film 
Productions, 5510 University 
Way, Seattle 5, Washington. & 


Conveyor Systems Film 
fer the Plant Manager 


Sponsor: Conveyor Equipment 
Manufacturers Association. 

TiTLe: Jt’s Your Move, 24 min., 
color, produced by Biofilms. 


The premise is that a continu- 
ous flow of materials is an abso- 
lute fundamental to America’s 
mass production system and to 
the highest standard of living in 
the world. 

It's Your Move says that good 
industrial planning today requires 
that plants be built around the 
conveyor—and the film shows ex- 
amples of such planning—in a 
production rhythm that brings 
men and materials together in 
efficient harmony. 

The importance of conveying 
systems in saving time and making 
work easier for millions of people 
is illustrated in transportation, dis- 
tribution and agriculture, as well 
as in manufacturing. 

The movie is being offered to 
vocational and senior high schools, 
colleges, groups in business and 
other community organizations 
through Modern Talking Picture 
Service (3 East 54th Street, New 
York). Prints may be borrowed 
from any of Modern’s 30 film 
libraries in principal cities. 


BUSINESS SCREEN MAGAZINE 





National Cowboy Hall of Fame Honors 


Authentic Picture of the Cattle Business 


“Outstanding Documentary” Wins Western Heritage Award 


for Story of South Dakota's 


HE STRUGGLES and accom- 
plishments of South Da- 
kota’s livestock ranchers, 

from pioneer days to the present, 
are realistically portrayed in the 
recently released, award-winning 
motion picture, Four Seasons 
West. 

During the March, 1960 quar- 
terly meeting of the South Dakota 
Stockgrowers Association, it was 
decided to produce a motion pic- 
ture to tell the people of that 
state and others the saga of the 
South Dakota cattle industry and 
its people. 

Max Howe Film Productions, 
Rapid City, S. D., was contracted 
for the film undertaking, and 
work began immediately. 

100 Years in 29 Minutes 

“The big, big problem was to 
condense a one-hundred-year 
story into the usual twenty-nine 
minutes,” said Max Howe. 

“We engaged a local research 
expert of no small talent, Polly 
Weedman, program director at 
Station KOTA in Rapid City, who 
furnished us with ten thousand 
true words which realistically told 
of the Texas trail herds and pio- 
neers to the present modern 
rancher, his problems, hardships, 
and economic status as a modern 
businessman and third largest cat- 
tle producer in the nation.” 

With staff writer Cynthia 
Maeder setting up structure and 
sequence, filming began. 

Tale of Three Generations 

The film tells of a young man 
leaving agricultural college. 
Through his, his father’s and his 
grandfather’s eyes is shown the 
scope of the livestock industry of 
South Dakota, from feedlots east 
of the range country to cash grain 
farming operations closely associ- 
ated with livestock production. 

Local people are featured in 
the film’s leading character roles, 
and family homes and ranches in 
the state were used for authenticity 
in locale. 

These Were Real Pioneers 

Early pioneer days are recalled 
by the Grandfather in the story 

. . the days when the settlers 
headed west in covered wagons. 
A sequence shows a_ pioneer 
family “ninety miles from no- 
where” building a “soddy,” a 
four-wall shanty made of slabs of 
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Cattlemen Through the Years 


the very sod which fed the live- 
stock. 

Cattle roundup and herding is 
shown, with shots of cowboys in 
action, working in the familiar 
chaps and ten-gallon hats. 

The producer’s son, Alan 
Howe, who is art director and 
assistant cameraman in the firm, 
doubled in a “special” role. He 
was “hanged” on Hangman’s Hill 


In the past century, quick pun- 
ishment was meted to rustlers. 


at Rapid City in a swinging scene 
depicting former measures taken 
against cattle rustlers. Typical of 
the realism created throughout the 
film, Alan sported rope burns on 
his neck for some time after! 
Antique collections throughout 
the area were called on for props, 
and the film’s set would have 
brightened the eye of most any 
collector. The covered wagon and 
team were provided by the South 
Dakota couple playing the film’s 
pioneer family. 
Of Ranchers and Problems 


The purpose of Four Seasons 
West is to tell the story of the 
cattle industry and the problems 
of the ranching people under con- 
ditions of Sovth Dakota environ- 
ment. 

But it’s the human aspect that’s 
stressed in the story line, Howe 
points out. “It’s the story of a 
people, a straight-from-the-shoul- 
der account of their trials and 
tribulations as well as their hap- 
pier times.” 

Howe traveled far and wide 
across the state to shoot historical 
and modern scenes, to film western 
square dances, interiors of ranch 
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This chuck-wagon scene from “Four Seasons West’ was filmed on loca- 
tion in Lawrence County, South Dakota, by producer Max Howe. 


homes, a _ Directors Meeting, 
and scenes of the many ranching 
activities in all seasons. Total 
miles traveled in production— 
12,000! 

Acting as liaison to the pro- 
ducer was Jack McCulloh, execu- 
tive secretary of the South Dakota 
Stockgrowers Association. 

Wins Award in January 

In January, Four Seasons West 
won the Western Heritage Award 
as the Outstanding Western Docu- 
mentary of 1960. The award is 
sponsored by the National Cow- 
boy Hall of Fame and Western 
Heritage Center, now under con- 
struction near Oklahoma City, 
Oklahoma. 

The Western Heritage Awards 
are designed to encourage authen- 
ticity in western fact and fiction, 
and annually honor achievements 
in motion pictures, television, 
magazines and music. 

An award winner is cited “for 


an outstanding contribution to a 
greater understanding and a better 
appreciation of our nation’s great 
Western Heritage.” 

Has Three Big Premieres 


Four seasons after authoriza- 
tion of the production by SDSGA 
directors, the full-color motion 
picture was released. The film was 
premiered statewise in Pierre, the 
capital of South Dakota, at the 
Stockman of the Year Banquet, 
and nationally at the American 
National Cattlemans Association 
annual convention in Salt Lake 
City, Utah, in January. 

Solid Bookings to Mid-Year 


According to Howe, Four Sea- 
sons West is booked solid through 
the middle of this year, with re- 
quests coming from all over the 
United States. Information can be 
obtained by writing Max Howe 
Film Productions, 910 St. Cloud 
St., Rapid City, South Dakota. 


Come September, fall branding operations at a northwestern Dakota 
cattle ranch make a colorful sequence for this award-winning picture. 
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Shown with IC prints (I to r) are 
attorneys Howard Neitzart, James 
Wolfe; witness Ernest Hallmann; 
Joseph McCool (who presented the 
film); producer John Hawkinson. 


ee RECENTLY as an in- 
tegral part of a legal presen- 
tation before the 15-man Presi- 
dential Commission investigating 
railroad wage and work practices 
was a specially produced, hour- 
and-three-quarters motion picture 
reinforcing the testimony of the 
Illinois Central Railroad with the 
visual effectiveness obtainable only 
through a motion picture. 

The Commission has been con- 
ducting hearings over the proposal 
that management be allowed to 
determine when firemen should 
be used on diesels and other non- 
steam locomotives in freight and 
yard service. 


Use Model Board and Film 


The railroad’s presentation in 
March was given by Joseph J. 
McCool, assistant division super- 
intendent for the Reading Rail- 
road, whose testimony incor- 
porated use of a lighted board 
showing track layout in the Phila- 
delphia area where commuter 
trains are operated with one man 
in the cab, in addition to the mo- 
tion picture showing how the 
Illinois Central’s Chicago com- 
muter service also operates with 
only an engineer. 

Mr. McCool contended that 
“these heavy traffic areas, with 
complex track layouts and signal 
masts with as many as nine indi- 
cators, were the places to measure 
the difference between operating 
with or without a fireman.” 

105-Minute Film in Color 

The film, The One-Transporta- 
tion Story, was produced in color 
and sound by John T. Hawkinson, 
manager of audio-visual services 
for the Illinois Central. The pic- 
ture was made on the Illinois 
Central because its one-man op- 
erations are typical of all others in 
the country and evidence sub- 
mitted through the picture was 
typical for the country as a whole. 
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Film Testifies at Rail Labor Hearings 


Illineis Central Film Viewed by Presidential Committee 


The second part of the film 
was also made in the Chicago 
area—showing one-man opera- 
tions in effect on the metropolitan 
elevated, subway, and bus opera- 
tions of the Chicago Transit Au- 
thority . . . “all with heavy traffic 
loads and all being safely han- 
died,” said Mr. Hawkinson. 

Produced at 16 F. P. S. 

The motion picture, in produc- 
tion for nearly a year, was origi- 
nally 10,000 feet long. To reduce 
length for the Washington hear- 
ings it was cut and edited to 3,000 
feet. The film is unique in that it 
was produced at amateur speed of 
16 frames per second, and con- 
tains ten minutes of lip-sync cine- 
matography of the witness, Mr. 
McCool, taken at 16 fps with the 
new Nomad recording system. 
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“The reason for producing The 
One-Transportation Story at the 
silent speed of 16 fps,” said Mr. 
Hawkinson, “was that we were 
required to photograph the Chi- 
cago Transit Authority operations 
in color, which would include 
passengers boarding and alighting 
from trains at subway stations, 
show headway of trains, speed of 
trains enroute through subway, 
track layout and curvature, signals, 
etc., and all in existing lighting 
available throughout the subway 
system. 

Subway Scenes Were Problem 

“Only by using high-speed Ek- 
tachrome film, fast lenses, obtain- 
ing the equivalent of an additional 
lens stop opening by photograph- 
ing at 16 fps, and finally by ob- 
taining a 16mm print from the 


Ektachrome 


Ektachrome Commercial 


Ektachrome Reversal Print Film 


Ektachrome Commercial 
Ektachrome ER 
Normal ASA Rating 
Double ASA Rating 
Ektachrome Work Print 
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originals by forced printing (and 
we had to hunt for a film labora- 
tory that could do this for us) 
were we able to obtain excellent 
motion pictures of the subway 
operations in color for our pro- 
duction,” Mr. Hawkinson said. 
When the film was edited in 
final form in synchronization with 
the Nomad double-system magnet- 
ic sound track, a magnetic stripe 
was applied to the motion picture 
film and the sound track was trans- 
ferred from the Nomad system to 
the magnetic stripe on the film. 
In this manner the film with 
sound could be readily shown on, 
the widely available and portable 
16mm magnetic motion picture 
projectors. Wy 
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16mm Film in Salesman’‘s Pocket 
Provides “Hard Sell” for Firm 


A picture may be “worth a 
thousand words,” and a motion 
picture can be worth more than 
a thousand sales calls, according 
to the sales executive of a Chi- 
cago company. 

“Motion pictures are among 
the best of our sales tools,” said 
Louis L. Crawford, vice-president 
of The Allbright-Nell Company, 
a Chemetron Corporation subsid- 
iary, “and we've been proving this 
to ourselves each year for 12 
years.” 

His firm, the leading producer 
of equipment for the meat pack- 
ing and allied industries, current- 
ly has a library of a dozen films 
running from 5 to 30 minutes, 
and accumulates 1,000 feet of 
usable footage a year. They show 
all operations of Anco processing 
machinery at actual installations. 

“In our business, we can’t car- 
ry samples, even on a truck. But 
if we can make an appointment 
with the potential customer, a 
projector rented locally and a 
small can of our own 16mm film 
offer the best ‘hard sell’ approach 
we've found,” he said. 

Sound films? Not always, Craw- 
ford said. “Sound-on-film has 
value in training company people, 
but experience has taught that ex- 
ecutives in the industries our 
company serves prefer silent films 
—with a top-flight engineer on 
hand to answer questions and 
provide some live description. 

“When the prospect is stimu- 
lated by film to visit an installa- 
tion, sale of that equipment is 
well on the way to successful 
completion,” Crawford said. 

Allbright-Nell shows its films 
to 500 potential customers a year, 
in their plants and at conventions. 
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New studio facilities for MPO-TV in Hollywood include this 60 x 100 
foot sound stage. A 60-foot limbo cyclorama fills entire stage wall. 


MPO TV Expands on West Coast 
With Hollywood Studio, Offices 

MPO TV of California, Inc., 
has opened new studios and of- 
fices in Hollywood at 800 N. 
Seward Street. Part of MPO’s 
plans for expanded West Coast 
services, the new facilities are 
centrally located in the heart of 
the Hollywood motion picture 
district. 

MPO’s studio was originally 
constructed in 1958, but com- 
pletely re-equipped for TV com- 
mercial use when taken over by 
MPO earlier this year. Originally 
known as the Academy Studios, 
the MPO sound stage is one of 
the largest of the independent 
stages in Hollywood. It measures 
60 by 100 feet, with a clear height 
of 25 feet to the bottom of the 
trusses, and 40 feet maximum 
height in the center of the stage. 
One entire end of the stage has 
been utilized for a 60-foot per- 
manent limbo cyclorama. 

A fully-equipped, modern kitch- 
en center has been installed for 
home economists’ use in food 
preparation when shooting com- 
mercials involving food. Com- 


MPO studios at 800 N. Seward 


pletely soundproofed, with sound, 
editing and all production facili- 
ties, the studio also has dressing 
rooms, a make-up room, screen- 
ing and client conference rooms. 
Mel Dellar, vice president in 
charge of MPO-California opera- 
tions, notes that the new studio 
will better enable MPO to serve 
local and out-of-town clients. 
MPO was organized in 1947 in 
New York and started its own 
West Coast operations three years 
ago. Rapid and continuing growth 
in both volume of commercials 
and permanent staff has led to 
this most recent expansion. i 
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An Old Violin 


may make wonderful music . . . 
but it takes an Artist to produce it! 
It’s the same with type titles . . . 
the most modern equipment in 
the world is worthless without a 
skilled artist to “play the tune.” 
Here, too, we are second to none! 


KNIGHT STUDIO 
159 East Chicago Ave., Chicago 1 


Anheuser-Busch 


on Sports Screen 


* Films on Tampa 
Tarpon Tournament 
and Alaska Game 
Hunt (both 14 min., 
color) are currently 
offered by Modern 
Talking Picture 
Service for sports 
groups. The films 


available on free 
loan. I 
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A, Box 2408, Gary 5, 
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Dept. 


Telephones: Gary, YEllowstone 8-1113 


3 free answer prints 


An opportunity to judge for yourself our claim to superiority 


LAKESIDE LABORATORY 


answer prints returned within 24 hours 


in care, quality and service at no cost or obligation. On first 
corrected answer prints in three densities from unprocessed #5250 


order we offer recognized SLIDEFILM producers a set of color- 


Eastman Color Negative exposed with an index of 50. 


if you want the IMPACT 
of new ideas we have 
the creative hands to pro- 
duce resounding results 

. in the largest, most 
complete new facilities 
between Detroit and 


New York. 


HOLLAND-WEGMAN PRODUCTIONS 


207 DELAWARE AVE BUFFALO 2. N Yv 





Animation stand designer John Or- 
berry (left) describes unit to Reid 
H. Ray; art director Gordon Ray 
and cameraman Andy Chandler 


Reid H. Ray Installs Oxberry 
Electronic Animation Stand 

A new unit of equipment at 
Reid H. Ray Film Industries, Inc., 
St. Paul, Minn., is a 1,700-pound, 
$27,000 Oxberry animation stand. 

The electronically controlled 
unit has eight computers which 
enable accuracies of one-thou- 
sandths of an inch when move- 
ments of the camera and table en- 
able travel from a 36-inch layout 
of art work down to segments of 
only 3 inches. With the use of an 
electronic “joy-stick,” movements 
of the table carrying the anima- 
tion cells and art backgrounds 
may be controlled throughout a 
360-degree arc. 

The new equipment will be 
used to produce cartoon anima- 
tion, technical animation, photo- 
montages, creative title designs, 
optical effects, as well as slide- 
film photography. One of the 
unique features is that the Ox- 
berry camera can be used for 
either 35 or 16mm film and re- 
quires only a few minutes’ time to 
replace the complete film trans- 
port system within the camera it- 
self. Three lenses of varying focal 
lengths are also interchangeable 
and used for both sizes of film. 

The animation stand was used 
for the first time on a sequence in 
a film being produced for the Air 
Reserve Record Center of the Air 
Force at Denver. a 
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Bray Studios Films Transistors 
Bray Studios, Inc., New York, 
has recently produced two films 
of technical teaching material for 
classes in Electronics and Depart- 
ments of Physics and Chemistry. 
Semi-Conductors; Part I (21 
min.) and Semi-Conductors: Part 
IT (22 min.), both 16mm black- 
and-white, sound, explain and 
demonstrate fundamentals of 
semi-conductors (transistors) in 
easily understood language. The 
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News Along the Film Production Lines 


films are available for purchase 
or rental from Bray Studios, Inc., 
729 Seventh Ave., New York 19, 
N. Y Ug 
. ® bod 
MPO Videotronics Report Shows 
1960 Sales of Nearly $8 Million 
The annual report of MPO 
Videotronics, Inc., issued on Feb- 
ruary 3rd of this year, and cover- 
ing the firm’s activities through 
the fiscal year ending October 31, 
1960, shows increased volume of 
business and earnings over the 
three previous years. 

Sales for 1960 amounted to 
$7,865,971; as compared to 
$6,047,570 in 1959; $4,957,956 
in 1958; and $3,440,619 in 1957. 

Net earnings before taxes were 
$677,499 in 1960; $534,014 in 
1959; $208,002 in 1958; and 


$171,630 in 1957. Earnings per 
share of 410,000 outstanding 
shares was $.85 in 1960. (MPO, 
which is traded on the American 
Stock Exchange, has been selling 
in the range of 814 to 25%4 in 
1961, thus far.) 

MPO’s finished film production 
last year, the report says, was 
equal in length to more than 26 
full-length feature films. 

During 1960, MPO purchased 
50% of the capital stock of East- 
ern Effects, Inc., New York, at a 
cost of $214,318. 

MPO hopes to continue its 
growth in the television commer- 
cial and industrial film fields in 
1961 and is investigating produc- 
tion possibilities in TV programs, 
theatrical feature films and edu- 
cational films. The company has 


— ae aie 
when your films 
are out of circulation 


. is the best time for you to have 
us remove scratches, correct 
brittleness, repair sprocket holes, 
remake dried-out splices. 


Then, thoroughly reconditioned, 
your prints will be ready for hard use 


again in the fall. 


Of course, before proceeding 
we tell you the cost...SEND 
US YOUR PRINTS NOW. 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
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developed an 8mm _ continuous 
sound projector, with manufacture 
expected to start some time this 
year. Lae 
ok ok * 
Rothacker Distributes Picture 
on Eastman Adhesive Products 
Rothacker, Inc., has been 
named nation-wide distributor for 
a new film on Eastman Adhesive 
Products, sponsored by Eastman 
Chemical Products Company. & 
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Unusual Sound Effects Service 
Offers Worldwide Selection 

The roar of jets and missiles 
taking off, and in flight . . . traf- 
fic and street noises in foreign ci- 
ties . . . the weird laughter of the 
Australian Kookaburra . . . the 
giant groans of shifting ice in the 
frozen north . even the im- 
probable undersea sounds of 
shrimps mating . . . all these and 
many more can be made available 
to suit almost any script. 

A new service for recording 
sound effects has been announced 
by MP-TV Services, Inc., of Hol- 
lywood. Through their affiliated 
company, Radio Recorders, they 
offer to provide “any sounds from 
anywhere in the world” custom 
recorded to order. 

The sounds will be produced 
either “synthetically” —through 
combining or modifying several of 
the over 2,000 different sounds 
in their modern sound effects li- 
brary—or by recording them 
“live” in their studios or “on lo- 
cation” anywhere in the free 
world. 

Further details concerning this 
recording service are described in 
Sound Effects Bulletin I-61, avail- 
able from MP-TV Services, Inc., 
7000 Santa Monica Blvd., Holly- 
wood 38, California. iy 
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Modern Completes Tests of 

New Electronic Film Inspector 

& Modern Talking Picture Service 
has completed successful tests of 
a new electronic film inspector, 
and the company estimates that it 
will increase the efficiency of its 
film maintenance set-up by more 
than 25 per cent. 

According to Richard B. Miles, 
Modern’s manager of operations, 
the new unit will enable the film 
distributor to have more prints 
available in top condition than 
ever before. 

Modern is the first distributor 
to install the new unit. It was de- 
veloped by Paulmar, Inc., a Chi- 
cago manufacturer of motion pic- 
ture equipment. Design, develop- 
ment and testing took place at 
Modern’s Kansas City film library. 
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Bell & Howell’s W. E. Roberts (1) 
receives pin from Charles Percy. 


W. E. Roberts Honored for 25 
Years’ Service to Bell & Howell 

A twenty-five-year service pin 
was recently presented to William 
E. Roberts, an executive vice- 
president of Bell & Howell Com- 
pany, by Charles H. Percy, presi- 
dent. 

At a luncheon ceremony, Percy 
attributed “much of Bell & 
Howell’s success in the past 25 
years to Roberts’ energy, dedica- 
tion and foresight.” In his quar- 
ter-century with the company, 
Roberts has participated in Bell 
& Howell’s sales growth from $2.7 
million to well over $100 million, 
and an employment rise from 869 
to more than 7,500. 

Starting as an executive trainee 
in 1936, he worked in most de- 
partments of the company, becom- 
ing general service manager in 
1940. In 1943 Roberts was ap- 
pointed head of the war co-ordi- 
nating department, with responsi- 
bility for engineering, production 
and sales to the government. He 
was elected assistant treasurer in 
1945 and corporate secretary in 
1949. 

In 1950 he was named vice- 
president in charge of operations 
and elected to the Board of Di- 
rectors; he was elected executive 
vice-president in 1953. =F 


1962 Ford Dealer Introduction 
Program to MPO Sales Subsidiary 
MPO Sales and Training Pro- 
grams, Inc., has been awarded the 
production of the big 1962 Ford 
dealer introduction show for the 
second year in a row. Ira Marvin 
will produce and direct the show 
out of New York, while Tommy 
Thomas will supervise production 
in Detroit. Lye 
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foreseen have a way of popping 
up. “When they do,” he says, 
“we can provide visual presenta- 
tions in a matter of a few min- 
utes to help make our answers 
more easily understood.” 

The questionnaire approach 
now can be used in sales training 
sessions. For example, a 10-ques- 
tion poll might be presented on 
the screen, the answers collected 
and quickly tabulated and then 
put on a transparency for all to 
view. 

If those present want copies of 
the information presented verbal- 
ly, it’s a simple matter to run off 
the required number on the copy- 
ing machine. 

A recent case in IDS where this 
flexibility was graphically demon- 
strated involved the presentation 
of an investment program to a 
director’s session. 

“The report was 20 pages 
long,” Johnston said. “The typist 
didn’t finish it until 9:45 and the 
meeting was set for 10 o'clock, 
but we made projection trans- 
parencies and ran off extra copies 
on the copying machine in time 
for use at the meeting.” 

With some 3% billion dollars 
under its management, Investors 
Diversified Services, Inc. ranks 
among the largest investment 
companies in the world. It main- 
tains offices throughout the coun- 
try, with additional locations in 
Hawaii and Frankfurt, Germany. 
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SCORE 


YOUR NEXT FILM WITH 


AWARD WiNNING 


Did you know that commercial films winning the most scoring awards 


nearly always use Hi-Q music? They do. And there’s a reason 


. superb 


quality plus the most extensive library, with the plus of famous Capitol 


service. Find out 
of course. 


CAPITOL. 


o 


for yourself. Send for 


demonstration disc. It’s free, 
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ARRIFLEX 16 


16mm and 35mm cameras 
in stock for immediate de- 
livery. Arriflex 16mm and 
35mm _ soundproof blimps 
available. 400° magazines. 
Synchronous motors. New 
and Used. 





CAMART DUAL SOUND EDITOR 


Model 8Bill 


Edit single or double system 
16mm or 35mm optical sound. 
Edit single and double system 
Magastripe or double system 
magnetic sound. Use with any 
16mm motion picture viewer to 
obtain perfect lip-sync matching 
of picture to track. 


Works from right to left or left 
to right. 


Dual Editor, without viewer $195.00 
Zeiss Moviscop Viewer . . 89.50 
Special Editor-Viewer 

Combination 


CAMART TIGHTWIND ADAPTER 


®@ The only 
BALL- 


cinching or 
abrasions 
@ Winds 
film 
evenly— 


NO 
SLIPPING 
@ Fits any 
16 or 
35mm 
rewind 


$34.95 


All items F.O.B. New York 


oe CAMERA MART. 


1845 BROADWAY (at 60th St 


NEW YORK 23 
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Kawneer Products for Builders 
Introduced Via Films and TV 

* Utilizing both closed circuit TV 
and individual showings of three 
motion pictures produced by Fred 
Niles, Chicago, the Kawneer 
Company recently introduced 
three revolutionary new architec- 
tural products simultaneously in 
its 48 key markets. 

Some 5,000 architects, contrac- 
tors, chain store executive dealers, 
building managers and trade edi- 
tors saw the presentation of Kaw- 
neer’s new Core System, Zipper- 
wall and Concealed Overhead 
Closers through the Niles-pro- 
duced films. 

Each of the films covered all 
aspects and details of one of the 
products, and at the same time, 
Kawneer’s story of its technologi- 
cal pioneering in the field was 
presented. 

Robert J. Offringa, vice-presi- 
dent for sales at Kawneer, said 
this method of introducing new 
products should help overcome 
the problem of presenting prod- 
ucts quickly and simply to the 
architect, contractor and owner. 

Direction of the product series 
was under Lou Marlowe, who 
worked closely with Kawneer’s 
technical experts. Two weeks of 
morning to midnight film shoot- 
ing produced 36 minutes of tech- 
nical footage selected from more 
than 9,000 feet of exposed film. 

The importance of motion pic- 
tures for Kawneer products lies 
not only in exposure of product 
information, but also the possi- 
bility of dramatically illustrating 
results of these products in fin- 
ished buildings. Formerly, draw- 
ings and photographs were used 
for this purpose a 


- * . 
Challenge of Nursing Career 
Presented in “Future Nurse” 
SPONSOR: 
Nursing. 


National League for 

TITLE: Future Nurse, 
color, produced by 
Studios, Inc., 
Hodapp. 


18 min., 
Dephoure 
through Bill 


The challenge of a career in 
nursing, and how the Future 
Nurses Clubs in high schools are 
helping to prepare girls for this 
career is the subject of an infor- 
mative film written for a teen- 
age audience, and narrated by Pat 
Boone. 

Many young people today are 
undecided about their future. To 
help those who are considering a 
career in nursing, Future Nurses 
Clubs are being organized 
throughout the country. } 


52 


The Wide World of Sponsored Pictures 


Leadership Theme in Marine Corps’ Film Series 


6 hs MARINE CORPS is now 
presenting four new 41,- 
minute, b/w motion pictures 
which describe the function of 
leadership as it exists in the Ma- 
rines. The films are not concerned 
with upper echelon aspects of 
leadership, but rather right down 
through the ranks to the newest 
recruit, who begins to learn 
qualities of leadership on his first 
day in the Corps. 

rhe films, which were shot on 
location at Quantico, Va., and 
Parris Island, S. C., were pro- 
duced by Wondsel, Carlisle & 
Dunphy, Inc., and written and 
directed by Tom Dunphy. The 
four short subjects are concerned 
specifically with (1) training for 
leadership, (2) leadership in ac- 
tion, (3) leadership in _profes- 


at the 


— 


sional specialty, and (4) leader- 
ship in the carry-over to civilian 
pursuits. 

Tom Dunphy, during pre-pro- 
duction script research, found an 
amazing thing: there is no exact 
syllabus for teaching leadership 
in any branches of the armed 
forces. There is no step by step 
approach, nor even a specific defi- 
nition of leadership. 

The Marine Corps has always 
used a pragmatic system in train- 
ing recruits for leadership. It 
works, but it is carried on with no 
definable yardstick. The Corps, 
for some reason, has never set up 
leadership goals which allow it 
to say we've accomplished so 
much at a time. It might thus 
seem that Marines are born lead- 
ers rather than systematically 


COFBURINEEAB 


your 
creative 
work 

if in 

the 
hands 
of 
experts 


GEO. W. COLBURN LABORATORY, Inc. 


164 MN. WACKER DRIVE + CHICAGO 6G, LL. 


trained leaders, but, of course, 
this is not so. 

Dunphy’s job as writer was 
therefore complex—first in de- 
fining military leadership and 
then in correlating it to the civil- 
ian experience. In seeking a yard- 
stick of measurement for leader- 
ship he pored over technical man- 
uals for days, went back to the 
words and maxims of such men 
as John Paul Jones, Napoleon, 
Bismarck and Von Clausewitz. 

While these military figures 
often described the qualities of 
leadership they admired, none 
ever gave a comprehensive state- 
ment of what leadership is— 
without qualification. And most 
dictionaries merely define leader- 
ship as “the ability to lead.” 

Perhaps the closest Dunphy 
could get to the definition he 
sought were some thoughts of 
General Eisenhower, who has de- 
scribed leadership in words to 
the effect that it is the powerful 
ability to get others to do what 
you wish them to do while mak- 
ing them believe that they want 
to do it. 


In its approach to leadership, 
the Corps begins training on the 
recruit’s very first day, and the 
job is never complete, as the first 
film shows. Even the issuance of 
the uniform and instructions on 
how to wear it are made part of 
the feeling of “being a Marine” 
—and being a Marine, the film 
proves, is being a leader. 

Tom Dunphy was provided a 
squad of 15 Marines as his cast 
for the films, chosen by short in- 
terviews to select the men who 
best appeared to exemplify the 
Marine “can do” spirit. And the 
cast ably demonstrated by its per- 
formance in the film the qualities 
which they were asked to show. 
Playing such roles as color guard, 
assault team, raw recruits and air- 
plane ground crew, the 15 Marine 
players demonstrate the kind of 
leadership the Corps teaches—in 
ethics, truthfulness and moral 
courage, as well as physical brav- 
ery. 

Titles of the films are (1) 
From the Very First Day, (2) 
According to Plan, (3) Take 
Charge Guy, and (4) Always 
Faithful. They will be made avail- 
able for use by television stations, 
for 16mm group audiences, and 
will be used before high school 
and college groups for recruiting 
purposes. 

Technical authority for the 
series was Major John Zorach, of 
Marine Corps headquarters, Ar- 
lington, Va. me 


BUSINESS SCREEN MAGAZINE 





Management Improvement Film 
Produced for Navy by Depicto 


Depicto Films Corp. recently 
delivered to the Navy Department 
an animated 16mm color film en- 
titled Management Improvement 
—It’s Your Business. 

Produced and directed by C. V. 
Ragsdale, the film emphasizes the 
continuing and pressing need for 
a team effort by all levels of man- 
agement—top, middle and _ first 
line—to find a better way of do- 
ing things. 

We live in a dynamic environ- 
ment. Military requirements 
change rapidly. Those of us who 
research, develop, produce and 
support these requirements must 
constantly search for better meth- 
ods because we are unable to have 
the time and resources we feel are 
needed. 

Management Improvement— 
Its Your Business summarizes 
the over-all management improve- 
ment needs of the Navy and 
Marine Corps. It emphasizes spe- 
cific problem areas and highlights 
the Navy and Marine Corps or- 
ganized approaches to manage- 
ment improvement. The film 
covers organization principles, au- 
tomation, paperwork management, 
management sciences, information 
systems, and office and industrial 
methods. 

It is not a training film, but 
rather a film designed to stimulate 
all members of Navy’s vast man- 
agement team. It is not the pana- 
cea for mis-management but it will 
point out specific areas that need 
management improvement and af- 
ford some general guidance. 

Management Improvement . . . 
has color, music, sound effects and 
some clever modern animated car- 
toons. The treatment of subject 
matter is balanced—the light 
touch to maintain interest and 
enough serious thought to make a 
contribution to management. 


“Film Within a Film” Tells Why 
Jobs Specify Cycolac Plastic 


Showing visual proof of the 
unique combination of properties 
offered by Cycolac, a _ Borg- 
Warner plastic, The Cycolac Story 
presents each of the reasons why 
Cycolac brand polymers have 
been specified for a broad spec- 
trum of industrial, commercial 
and consumer applications. 

The title of the motion picture 
covers the story of the many cur- 
rent uses of the unique ABS plas- 
tic produced by Marbon Chemi- 
cal Division of Borg-Warner Cor- 
poration. 

Demonstrations in the film give 
evidence of the plastic’s tough, 
hard and rigid characteristics, its 
durability and strength, retention 
of rigidity in high heat, resistance 
to impact even at sub-zero tem- 
peratures, freedom from _ corro- 
sion and chemical resistance. 

The Cycolac Story uses a 
within a film” technique. The 
opening sequence, presenting a 
Marbon salesman discussing the 
plastic’s processability and _per- 
formance advantages with a pro- 
spective customer’s executive 
group, is followed by: the sales- 
man’s showing of a film demon- 
strating the uses of Cycolac for a 
broad range of products. 

Shots are included of actual 
production, using Cycolac, of 
Western Electric telephones, Phil- 
co refrigerators, Victor adding 
machines and other products. 

The half-hour, 16mm_ color 
film was produced by Academy 
Film Productions, Inc., Chicago. 
It is available on loan to individ- 
ual companies, professional or 
technical associations and edu- 
cational groups. For further in- 
formation, or to preview or bor- 
row a print, write Cycolac Films, 
Dept. C-2, Marbon Chemical Di- 
vision, Borg-Warner Corp., Wash- 
ington, West Virginia. i 
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SOUND / FILMSTRIPS 
SOUND RECORDING 


Industry ¢« Commerce 
Education ¢ Government 


REPRODUCER CORP. 
1533 Cherry St., Philadelphia 2, Pa. 


Evinrude’s Film 


on Lake Havasu 


Modern TV is dis- 
tributing a new I1- 
minute Evinrude- 
sponsored film on 
Havasu Lake, formed 
by Parker Dam at the 
California - Arizona 
border. Havasu, avail- 
able only to TV sta- 
tions, shows the area’s 
sports and scenery, 
including spectacular 
outboard race action 
shots. ma 
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TEL-Animastand ‘with Electronic Zoom 


ANIMATION and SPECIAL EFFECTS CAMERA STAND 


Greatest Value in the Low Cost Field! 


TEL-Animastand is world famous—the most economical solution 
to all animation and special effects problems in Motion Pictures 
and Television. Embodies features of photo enlarger, movie cam- 
eras, micrometer, railroad roundhouse and all movements asso- 
ciated with much higher priced stands. Every type of variation for 
trick photography and optical effects such as pans, angle 

shots, montages, zooms, matching zooms, spins and quick 
closeups are accomplished by simply raising or lowering 

the camera—as well as Animation, Special Effects, Titles, 

Stills, Film Strips, Cartoons, Enlarging, Etc. Operator can 

also work comfortably in sitting position. 


A camera fitted to a movable, counterbalanced vertical 
carriage photographs the art work. Will accept even the 
heaviest 16mm or 35mm camera (Acme with stop motion 
motor illustrated). Accuracy is assured through precise 
registration of art work. The only difference between TEL- 
Animastand and the very expensive models is primarily a 
few rarely used special features. 


Electronic Zoom Control 
Features: 

Adjustable Dynamic Braking 
Constant Motor Torque at any speed 
Instant Response at any position 
Infinite Variable Speeds 
Basic Title Stand $1495 
Basic Stand with Compound $2995 


Basic Stand, Compound, 
Electronic Zoom 


Electronic Zoom 








TEL-Animastand with 
TEL-Anima sliding 
boord, rotated 
$3740 


$ 750 Visit S. 0. S. Booth 32 at 


SMPTE CONVENTION 


Toronto, Can. + May 7-12 


6.0.8. CINEMA SUPPLY CORP. 


Dept. H, 602 West 52nd St, New York 19, N.Y —Plaza: 7-0440—Cable: SOSound 


Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-2124 


Write for brochure 




















FILM OF THE YEAR! 


CASTRO, CUBA and COMMUNISM 


Now 
for showing 
clubs, 
“The best 


available for outright purchase 
s to civic groups, schools, 
business organizations, etc. 
r'V taking-apart of Castro we've yet seen.” 

Editorial, New York News 
d COMMUNISM was a superb 


iit Cuban mur rderer 


“CASTRO, CUBA ar 
thorough study public 
the mos dmirable sort 

lack O'Brian, N Journal 
th y that left you with 
of the Castro 

a block 
Joston Globe 


{merican 


e nature 


}-Minute Documentary 
Narrated by Westbrook Van Voorhis 
Produced by the 
WPIX Special Events Department 


WPIX FILM DIVISION 
220 EAST 42ND STREET 
NEW YORK 17, NEW YORK 
AREA CODE 212 MU 2-6500 





R. Bagley, Award-Winning 
Dir. of Photography, Dies 

Richard Bagley, 41, a well- 
known cinematographer and di- 
rector of photography, died Feb- 
ruary 25, at Bellevue Hospital, 
New York. 

Mr. Bagley director of 
photography for On the Bower) 
and The Quiet One, both Acad- 
emy Award nominees. 

Other notable films Mr. Bag- 
ley worked on were The Given 
Moment, a Greater New York 
Fund short which won a Freedom 
Foundation Award in 1958, and 
Textures and Finishes, made for 
the Aluminum Company of 
America. Lal’ 


a 


was 


Reoss-Gatiney Opens Studios 

Ross-Gaffney, Inc., has opened 
new and larger studios at 21 West 
46th Street, New York. Long ac- 
tive in film editorial, music and 
sound services, the firm will have 
20 cutting rooms, screening room, 
sound facilities and a music and 
effects library in the new offices. 

A sound department will offer 
recording facilities, including 
transfers to and from film. Ross- 
Gaffney is presently working on 
theatrical films. Wad’ 

bk « * 
Cancer Films From Rothacker 

The New York Cancer Com- 
mittee of the American Cancer 
Society has appointed Rothacker, 
Inc., as distributor for 44 motion 
pictures and slidefilms now in use 
by the committee in the metro- 
politan area. 

Showings will be restricted to 
medical and industrial groups. All 
films will be booked through the 
committee. Lae 

- + 2 
Missile Film in the Making 

Curtiss-W right Corporation, 
Woodridge, N. J., has engaged 
Systems Technology Films, an af- 
filiate of Marathon International 
Productions, New York, for the 
production of an information film 
on missile development and pro- 
duction capability wy 

* « 
Videotape Productions Names 
Fagan Indusiry Sales Director 

Charles R. Fagan has been ap- 
pointed Director of Industrial 
Sales for Videotape Productions, 
New York 

Fagan, who has a background 
in television production and sales 
at CBS-TV, joined Videotape 
Productions several months ago, 
along with several other CBS pro- 
ducer-directors 

Videotape Center will produce 


ON MANHATTAN’S 


presentations which 
will utilize both film and tape 
facilities, making use of video- 
tape television techniques. La 


industrial 


Redell Vice-Pres. at ARTS 


Donald W. Redell has been ap- 
pointed vice-president of ARTS 
(Advertising, Radio and Televi- 
sion Services, Inc.). He will be 
responsible for live industrial 
shows, closed circuit television 
programs, and films for industry. 

Prior to joining ARTS, Redell 
was an executive at TelePromp- 
Ter Corporation, with whom he 
was associated for ten years. He 
has also been with the William 
Morris Agency, MGM Records, 
and RKO Radio Studios. Le 


PRODUCTION LINE 


Appelson to Direct Live 
Films at HFU Productions 

Len Appelson has been ap- 
pointed Director of live-action 
films at HFH Productions, Inc., 
New York. He has been chief edi- 
tor at the company for the past 
two years. 

Appelson recently finished an 
assignment as editor for the John 
Cassavetes production of the film 
Shadows, which is to have a gen- 
eral art theatre distribution short- 
ly. The picture received an award 
at the Venice Film Festival, and 
it is distinguished by its unortho- 
dox editing techniques. 

Prior to joining HFH, Appel- 
son was an editor and assistant 
director at ABC-TV. Le 
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man who sharpens his 
pencil to figure costs... 


CAMERAS * LIGHTS *- ACCESSORIES 





Cameras: 15mm & 35mm—Sound 
(Single or Double System)—Silent 


Hi-Speed—Instrumentation 
Lighting: Arcs—\incandescents 
Spots—Floods—Dimmers 
Reflectors—All Lighting Accessories 


Generators: Portable—Truck 


Mounted 


Sound Equipment: Magnetic 
Optical—Mikes—Booms 


Grip Equipment: Paraliels— 
Goboes—Other Grip accessories 


Cranes, Dollies: Crab—Western 
Portable Panoram 


Lenses: Wide angle—Zoom—Tele- 
photo—Anamorphic 





Editing Equipment: Moviolas 
Viewers—Splicers—Rewinders 


Projection Equipment: |6mm & 
35mm—Sound & Silent—Slide— 
Continuous 


Television: Closed Circuit TV 


Camera Cars: Name 


® ™™ #707529 Firm 


In Hialeah, Florida: 
Camera Equipment ( 


1335 East 10th Ave ixedo 8.4604 ened 


Street 


It makes sense, it saves dollars to rent 
from CECO. What's your problem? — 
a 6-second ID or a giant spectacular? 
CECO’s store rooms are bulging with 
the world’s finest and newest photo- 
graphic equipment. 

Everything is checked out to perform 
“better than new”. 
vicing is provided FREE. Ask your 
accountant why you save money when 
you rent instead of buy. For quick 
action, call JUdson 6-1420 — today! 


(+ AMERA EQuipment Gale 


Camera Equipment Co., Inc. 
Dept. $-1§ 14, 315 W. 43rd St.. N. Y. 36, N.Y 
Gentlemen: Please rush me your FREE complete 


All normal ser- 


catalogue of Rental Equipment 


Zone State 
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Movies for All Affiliates 
With U. S. Productions, Ine. 


A new company, Movies For 
All, Inc., has been formed as an 
affiliate of United States Produc- 
tions, Inc., with the purpose of 
(1) developing a new, lightweight 
8mm sound projector, (2) devel- 
oping new production methods 
and equipment for use in 8mm 
sound film projects, and (3) un- 
dertaking research work on a new 
film stock specifically designed 
for 8mm use. 

Movies For All, Inc. is headed 
by Richardson K. Wood, former- 
ly a managing editor of FORTUNE 
Magazine, and a shareholder in 
United States Productions, New 
York industrial and television film 
producer. 

According to Mr. Wood, prog- 
ress thus far indicates that a pro- 
jector which weighs under 12 
pounds, and which can be mar- 
keted for under $100 will be a 
reality, and for sale on a modest 
scale, in about six months. The 
company is confident of being 
able, within the next year or two, 
to deliver 8mm color-sound prints 
on an industrial basis with a cost 
of less than one dollar a minute 
in running time. 

Mr. Wood believes that a limit- 
ing factor in industrial film pro- 
duction is that each film—in most 
companies—is made on a special 
budget appropriation. Yet, the 
quantity of printed material 
(catalogs, brochures, technical 
manuals, advertising direct mail- 
ing pieces)—produced by the 
average corporation on existing 
budgets is enormous. Mr. Wood 
thinks that the 8mm sound film 
can be the most efficient and in- 
expensive working tool of all, and 
should be readily available to in- 
dustry on the same basis as 
printed material. 

Movies For All, Inc. is a re- 
search and development company 
in its present stage. The firm’s 
projector design has been licensed 
to a manufacturer with excellent 
facilities for producing audio- 
visual equipment. Newly devel- 
oped production techniques and 
equipment are being utilized by 
the affiliate company, United 
States Productions. yp 

* a * 
Modern’s Catalog Supplement 
Lists 85 Free Films tor Video 

Eighty-five new films available 
free to television stations are listed 
in a catalog supplement just pub- 
lished by Modern-TV, a division 
of Modern Talking Picture Serv- 
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Science Project Films Reach 
50 States, Overseas Audiences 

A series of films produced 
within the scientific project, Hori- 
zons of Science, has reached its 
goal of distribution to every state 
in this country. In addition to the 
50 states, an international mile- 
stone was passed with the sign- 
ing of overseas television con- 
tracts with Australia, Belgium, 
Canada, Holland and Nigeria. 

A major factor in reaching a 
coast-to-coast audience was a re- 
cent grant by the United States 
Steel Foundation, making possible 
a gift of Horizons sets to key au- 
dio-visual centers in each state. 
Over 45 other major corporations 
and foundations have also spon- 
sored Horizons in areas where 
they have main operations. 

Films Feature Noted Scientists 

The series of ten films, each 
featuring a scientist of national 
repute, were initiated with the as- 
sistance of the National Science 
Foundation and produced by Edu- 
cational Testing Service, Prince- 
ton, New Jersey. They were com- 
pleted in July, 1960, after two 
years of research and develop- 
ment. Since then the films have 
received wide acceptance in edu- 
cational circles. 

“We have had many reports 
from schools and colleges where 
Horizons has been used,” reports 
Henry Chauncey, president of 
Educational Testing Service, “and 
these indicate that the films do 
excite students to read more in 
these science areas and to develop 
projects for science fairs. This 
motivational factor was our main 
purpose in producing Horizons in 
the first place, and we are de- 
lighted that it is having this ef- 
fect.” 

Each Is a 20-Minute Field Trip 

Each 16mm color and sound 
film is a twenty-minute field trip 
to a dramatic scientific activity— 
to the Admiralty Islands with an- 
thropologist Margaret Mead, to 
Brookhaven National Laboratory 
with nuclear physicist Donald 
Hughes, to Palomar Observatory 
with astronomer Allan Sandage, 
to the Edge of Space with Air 
Force balloonist Colonel Simons, 
and into the world of micro- 
biology with Dr. Roman Vishniac. 

Other subjects are visual per- 
ception, “thinking” machines, 
mathematics, the “Mohole” proj- 
ect and medical research. The sci- 
entist is featured as narrator, and 
the presentations are equally ap- 
pealing to students and adults. 

Although over $400,000 worth 
of films have been sponsored 
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across the country, Educational 

Testing Service hopes to expand 

the program far beyond this be- 

ginning. Corporations and foun- A NEW OFFICE 
dations have found Horizons an 

excellent way to make an educa- IN THE 

tional contribution to schools, col- 

leges, PTA’s and civic groups in HOLLYWOOD AREA 
areas where they have operations. 

A project such as Horizons 
helps Americans understand im- 
portant scientific developments 
and motivates youngsters to be in- 
terested in scientific careers. 

Schools find it a valuable supple- 
ment in enriching their science 
curriculum. BRUCE HENRY 

The award-winning films were 
produced by a team of profes- 
sional film journalists, directed by 
Alfred Butterfield. Citations in- 
clude awards by the American 
Film Festival in New York, Scho- 
lastic Teacher and the Film Coun- 
cil of Greater Columbus. 

One of the titles was selected 
for showing at the International 
Conference of Education at Ge- 
neva, Switzerland, and four were 
shown at the United States Army 
Dependents’ Schools European 17329 CASTELLAMMARE DRIVE 
Science Fair in Germany in PACIFIC PALISADES, CALIFORNIA 
March. 

Information on the Horizons of GLADSTONE 4-2310 
Science program may be obtained 
from Educational Testing Service, 

Princeton, New Jersey. Ly 
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Pell is Sales Manager at Byron 


& Robert Pell has been appointed 
sales manager of Byron Motion 
Pictures, Inc., Washington, D. C., 
motion picture film laboratory. 
He will develop and direct an ex- 
panded national sales program. 
Pell was formerly an account 
supervisor with Music Makers, 
Inc., New York, before which he 
was sales manager of Precision 
Film Laboratories, and sales man- 
ager of Color Service, Inc. We 


+ * * 


Frank Stephan, Vice-Pres. for 
Nat‘! Sales at Van Praag Prods. 
& Frank Stephan is the new vice- 
president in charge of national 
sales for Van Praag Productions, 
making his headquarters in the 
New York office. 

Stephan, since November 1959, 
has been vice-president in charge 
of the Detroit office, servicing 
Van Praag automotive accounts 
in that area. 

The transfer and promotion is 
in jine with the expansion policy 
now in effect in the documentary 
and industrial department of Van 
Praag Productions. Andrew Pas- 
tula, office manager and assistant 
production head in the Detroit of- 
fice, will assume top duties there. 


* * * 


Benjamin to Association Films 

* Donald A. Benjamin has been 
appointed Assistant Advertising 
and Promotion Director of Asso- 
ciation Films, Inc. He was for- 
merly assistant to the Advertising 
and Sales Promotion Manager at 
WBZ-TV, Boston. ma 


+ 1+” * 


Norton Gretzler, Jos. Fiorelli 
Join Staff at On Film, Inc. 


On Film, Inc., of Princeton, 
N. J., producers of commercial 
television and industrial motion 
pictures, have announced 
staff appointments. 

Norton T. Gretzler was named 
television commercial coordinator. 
He was previously associated with 
Ketchum, MacLeod and Grove 
advertising agency, successively 
as a television and radio producer, 
broadcast account executive and 
broadcast business manager, and 
was also with NBC. 

Joseph A. Fiorelli becomes a 
motion picture producer on the 
staff, with a background in art and 
art education. He has written, 
filmed and edited two films for the 
Stamford Board of Education on 
the life of the high school stu- 
dent. me 


two 
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Tom Willard 


Willard Joins John Bransby 


Thomas W. Willard, formerly 
of Willard Pictures, Inc., and re- 
cently film program head of 


INDUSTRY DEVELOPMENTS 


American Bosch Arma Corp., is 
now the executive vice-president 
of John Bransby Productions, 
Ltd., N. Y. The move unites two 
motion picture producers with 
wide experience in the field of 
creating industrial, travel, scien- 
tific and technological films. 

In his new position, Tom Wil- 
lard will utilize more than 25 
years’ experience in the creative 
and management phases of film 
production; he founded Willard 
Pictures in the 1930’s. 

During the past five years with 
American Bosch Arma, he has 
been responsible for the produc- 
tion of 16 motion pictures dealing 
with the design and manufacture 
of the Inertial Guidance System 
for the Atlas missile. He also in- 
augurated and managed Ameri- 
can’s motion picture program as 
a “film specialist.” 


ever 
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Michael Kraft 


Michael Kraft is Sales Manager 
at Pelican Productions, N. Y. 

Pelican Productions, Inc., live 
action division of Pelican Films, 
Inc., has appointed Michael Kraft 
sales manager. Kraft comes to 
Pelican Productions from Wilbur 
Streech Productions, where he was 
vice-president in charge of sales, 
and creative director. 

Prior to that association, Kraft 
was president of his own adver- 
tising agency, Michael Kraft, Inc., 
in Boston. He has a wide back- 
ground of experience in television, 
copy, marketing and account man- 
agement gained in association with 
such advertising agencies as 
Young & Rubicam, Ruthrauff & 
Ryan and others in New York. @ 


* * * 


M. Templeton at Florez Inc. as 
Director of Visual Presentations 

Marshal E. Templeton has 
been appointed director of the 
Visual Presentations Division at 
Florez Incorporated, Detroit-based 
sales training agency. Templeton 
formerly headed his own market- 
ing firm and for a number of 
years was director of merchandis- 
ing for Campbell-Ewald adver- 
tising agency. 

He is a director of Fenestra 
Incorporated, Detroit building 
product fabricators, a member of 
American Management Associa- 
tion, and a trustee of Detroit and 
Michigan Artists Memorial, Inc. 

* * * 
Marshall Stone to Filmex, Inc. 

Marshall Stone has joined 
Filmex, Inc., New York, as Pro- 
duction Manager and Director. 

Beginning his career as an NBC 
Guide, Mr. Stone has been on 
the production staff of NBC in 
various capacities since then. 
More recently he has been a pro- 
ducer at Kenyon & Eckhardt, 
producer-director at Elliott, Un- 
ger and Elliott, and producer- 
director at MPO. Gy 
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Slidefilm & Slide Projectors, 
Previewers, from Viewlex, Inc. 

Two new slidefilm and slide 
projectors and two previewers for 
slidefilms are available from 
Viewlex, Inc., of Holbrook, Long 
Island, N. Y. 

The Viewlex V-25P is a com- 
bination projector, accommodat- 
ing 35mm slidefilms, either single 
or double frame, for either verti- 
cal or horizontal projection, and 
also 2” x 2” slides in any type of 
mount. 

The most advanced Viewlex 
slidefilm and slide projector is the 
V-500P. For all types of 35mm 
slidefilm and 2”x2” slides, the 
V-S500P is equipped with simple, 
push-in threading. The automatic 
take-up accepts film from the pro- 
jector channel and winds it neatly. 
Other features include the latest 
“pin-type” lamp and “pop up” 
lamp ejector for easy lamp re- 
placement, and a _ magnifying 
pointer which enlarges any area 
within a frame for emphasis. Price 
of the V-S500P is $114.50. 

Both the V-25P and _ the 
V-500P feature the new Viewlex 
Anti-Hesive Aperture Plates 
which eliminate slidefilm sticking. 

The Viewlex Previewer Sr. has 
a 7° x9" screen which “pops” in- 
to view when the carrying case is 
opened. Designed for desk-top 
previewing of 35mm  slidefilms, 
the Previewer Sr. threads itself 
instantly. Has single-knob focus 
control and click stop advance 
and reverse. Priced at $59.50. For 
further information, write New 
Products Desk, BUSINESS SCREEN, 
Chicago 26. Ie 

ok * * 
Transistorized Synchronizer for 
Ya-in. Tape, Sprocket-driven Film 

An all-transistorized playback 
synchronizer for synchronizing 
quarter-inch tape in playback with 
sprocket driven film is now avail- 
able from the Magna-Tech Elec- 
tronic Company, New York. 

Called the Type 92B, the Syn- 
chronizer can correct speed devia- 
tions of plus or minus 20% from 


Magna-Tech’s play-back 
synchronizer for editing. 
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sync speed. It can be used with 
most tape transports including the 
Ampex 350, 351, 354, 300, 400 
and others. It employs a 60-cycle 
or 14 KC sync track for control 
reference. 

The unit features a 14 KC re- 
jection filter built-in, automatic 
speed control for sync transfer of 
tape to film, manual speed control 
for varying pitch, special effects, 
trimming time spots, and projec- 
tor synchronization. 

The Type 92B Synchronizer 
weighs 38 Ibs. Price is $1920. For 
further information write New 
Products Desk, BUSINESS SCREEN, 
Chicago 26. I 


cd a * 


New Line of Mark Ill Tripods 
Announced by Florman & Babb 

Florman & Babb has an- 
nounced a new line of imported 
tripods called the Mark Ill—a 
medium-weight standard type 
which will accommodate all fric- 
tion or fluid drive heads. 

Mark III comes in two sizes: 
the “standard” (40-70 inches, 9 
Ibs.) at $49.50, and the “baby” 
(20-37 inches, 4% Ibs.) at 
$47.50. 

Also available are leather and 
vinyl carrying cases for both tri- 
pods. These feature full-length zip- 
per and removable, snap-on top 
for easy packing and a padded 
leather shoulder carrying strap. 
The leather is finished in black. 
The “standard” size case is $12.50 
and the “baby” case is $11.50. 

A special combination has been 
made up to include a Visco- 


PUTS BIG PIC 


TURES ON 


Matic fluid drive head and adap- 
ter. The entire outfit sells for 
$139.50. For further information 
write New Products Desk, Busi- 
NESS SCREEN, Chicago 26. Ly 


Traid Corp. Has Variable Focal 
Lens with Built-in Viewfinder 
The versatile Twenty-Eighty 
lens by Traid Corporation, En- 
cino, Calif., now has a built-in 
viewfinder, providing an exact 
view of the scene being shot. 
Fitting any “C” mount 16mm 
camera, the Twenty-Eighty Vari- 
able Focus lens provides focal 


Traid “Twenty-Eighty” Lens has 
built-in viewfinder, here mounted 
on B&H 7VOHR 16mm film camera. 


lengths from 20mm to 80mm, for 
wide angle, normal or telephoto 
shots. Iris is constant at f/2.5 and 
focusing scale is 48” to infinity. 

The finder may be positioned 
for any spot in the 360° range 
around the camera and framing 
mask can be rotated for horizontal 
positioning. The eyepiece closes 
to prevent feedback of light. 

For further information and 
complete specifications, write 
New Products Desk, BUSINESS 
SCREEN, Chicago 26. Lye 
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Here’s the all-new Model 542 Filmo- 
sound Specialist projector. 
Bell & Howell Unveils New, 
Lightest Filmosound Specialist 
The Model 542 Filmosound 
Specialist was designed specifical- 
ly for the industrial, religious and 
educational fields. Weight is only 
29 pounds, 814 pounds lighter 
than previous Bell & Howell mod- 
els. Lightness is due to magnesium 
castings, miniaturized electrical 
components and a fiber glass case. 
It is as compact and portable as a 
small suitcase. 

Bell & Howell’s exclusive Prox- 
imity reflector lamp with built-in 
reflector provides ideal brightness 
and the Super-Proval 2-inch f/1.4 
lens allows a maximum of light to 
reach the screen. The Presence 
amplifier carries sound of high- 
fidelity clarity and quality to all 
parts of the screening room at 
equal strength. The built-in 
speaker is full-range, and without 
distortion. Included in the pro- 
jector line is an auxiliary speaker 
for use in large rooms. 

An added feature is the still 
picture control. A clutch stops 
the projector on any frame in 
either forward or reverse position. 
Controls are conveniently located 
on an _ illuminated finger-span 
panel. 

The shuttle and exclusive low- 
er-loop restorer work together to 
keep the film properly moving 
through the aperture even though 
as many as three consecutive 
sprocket holes are faulty. Perma- 
nently attached, gear-driven reel 
arms swing out for operation and 
lock firmly in a position which 
permits rewinding without chang- 
ing reels. 

For quick and easy changing of 
the projection bulb, the lamp 
housing swings open on_ hinges 
and the bulb pops out at the 
touch of a lever. The exciter lamp 
also is loosened quickly by a re- 
lease lever. 

The Specialist has been engi- 
neered to require almost no main- 
tenance, and its modular or build- 
ing-b lock construction permits 
components to be removed and 
(CONTINUED ON NEXT PAGE) 
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replaced easily, quickly and inex- 
pensively. 

“The Specialist is the result of 
the largest single photo product 
research program in Bell & How- 
ell’s 54-year history,” said Peter 


G. Peterson, an executive vice- 
president of Bell & Howell. 
Final features of this new 


16mm sound projector were de- 
termined through exhaustive field 
tests as well as in the engineering 


labs. Field tests were conducted 
in nine states recommended to 
Bell & Howell by the U.S. 


Weather Bureau for their wide 
range of climatic conditions, and 
films of all ages and of varying 
qualities were run through the 
Specialist at more than 100 meet- 
ings in industrial, religious and 
educational settings. 

The new Filmosound Specialist 
projectors are now available from 
Bell & Howell audio-visual rep- 
resentatives. Wy 

© * « 


Slide Projector With Zoom Lens 


Bausch & Lomb announces that 
its new 2° x 2” slide projector, the 
Balomatic 655, is now available 
with a zoom lens. The new lens 
permits up to 175% change in 
projection distance or picture size, 
effectively a whole battery of 
lenses in one. Focal length is con- 
tinuously variable from 3%4” to 
61%", allowing instant adjust- 
ment for small room, large room, 
family group or large audience. 
The lens telescopes to fit the 
standard carrying case of the 
Balomatic 655, and the price of 
the complete projector with zoom 


lens is $149.50. For further in- 

formation write New Products 

Desk, BusINESS SCREEN, Chi- 

cago 26. Lye 
% aS 


CECO Designs Motor Base for 
Better Balance of Arriflex 35 
Camera Equipment Co., Inc., 
New York, has designed and pro- 
duced a_ special Motor Base 


mm Arri With Moto 


Base 
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#75400 for the Arriflex 35mm 
Vari Speed Motor. 

Up to now, in order to mount 
the camera with the Vari Speed 
Motor on a tripod, it was neces- 
sary to use an auxiliary Hi-Hat 
mounting arrangement to clear the 
motor. This resulted in an over- 
weight condition in the operation 
of tilting due to the center of 
gravity of the camera being far 
apart from the tilting pivot of the 
tripod; the effect was a constant 
unsteady tilting from fighting the 
overweight. 

The CECO motor base 
overcomes this problem by re- 
locating the motor in an adjacent 
upright position to the camera, 
permitting base mounting without 
the use of a Hi-Hat. The center 


new 


of gravity is then lowered by 
ADDAANA 
‘4 MS jad FA 





bringing the camera closer to the 
tilt pivot point of the tripod. 
For further information and 
prices, write New Products Desk, 
BUSINESS SCREEN, Chicago 26. 
* * « 


Transparencies for Overhead 
Projection Made on New Printer 

Ozalid Division of General 
Aniline and Film Corp. has intro- 
duced a new two-process printer 
for making transparencies for 
overhead projection. 

The Projecto-Printer 40 pro- 
duces sharp transparencies up to 
91%” x 1244” from bound books, 
material printed on both sides, or 
individual illustrations. 

It is simply operated, and its 
portability makes possible in-the- 
field production of transparencies 
for any presentation. Two repro- 
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FEATURES make 
these DA-LITE projection | 
screens best for industry "AV use 





SELF-LOCKING EXTENSION TUBE 
Sturdy 1° square seamless steel 
center tube and %” extension tube, 
chrome plated. Easy-operating Height 
Adjuster and Screen Case Lock. 
Convenient knobs provide positive stops 
in all positions. 


GABLE-ROOF” ALUMINUM 
LEGS—-Legs of heavy-gauge 
extruded aluminum form sturdiest of 

tripods in combination with Da-Lite’s 





heavy cast tripod leg bracket 
Supports a man’s weight. 


3 STURDY ROLLER, OCTAGON 
CASE— Pre-set positive safety stops 
on roller prevent fabric from being torn 
off. Octagon case prevents fabric scraping 
. has patented “no-rub” flat back. 


LOCK—Leg lock fastens all three 
legs, releases at touch of toe. Fabric 
lock protects screen surface from 
Sagging or shift ng in carrying or storing. 
Locks closed screen rigidly in place. 


4 AUTOMATIC LEG LOCK, FABRIC 


5 SLAT SADDLE COLLAR AND 

PLUG— Long slat-saddle insures 
wrinkle free picture surface. Collar 

and plug protect edges from fraying 


FLEXIBILITY IN HEIGHT 
Case adjusts from low at tripod leg 
bracket to high at top of center tube. 
Square sizes adjust to rectangular. 
Even largest size at highest case position 
extends to full 70” x 70" (128") height. 


FAMOUS “WHITE MAGIC” 
SURF ACE— White Magic glass- 
beaded surface seamless in all sizes. 


Whiter, brighter and stays white. 
Brilliant, life-like pictures, excellent color 
Viewing over wider seating area. Flame 


and mildew resistant. Also in mat white. 





AMAZING 


DURABILITY 





Vidiomaster A 

is engineered to meet the Audio-Visual 
needs of Industry! This heavy-duty portable 
tripod has features that assure years of out- 
standing service. Vidiomaster A is unequalled 
for performance. Write for full details on the 
entire line of Da-Lite Screens... 
ing and electrically-operated — and name of 
franchised A/V Da-Lite dealer in your area. 


. tripod, hang- 
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duction processes are used—the 
dry-developing diazo (direct 
copy) method producing trans- 
parencies from a master trans- 
parency, or the reflex photocopy 
method, producing a transparency 
from an original. 

The Projecto-Printer 40 is 
12%” x 15%” x 19%”, and 
weighs 35 Ibs. The impact-resist- 
ant plastic case has storage space 
for developer supplies and up to 
100 sheets of sensitized material. 
It operates on 110-volt AC. 

For further information and 
prices, write New Products Desk, 
BUSINESS SCREEN, Chicago 26. 

* ad * 


Automatic Attachment Adapts 
Slide Projector to Slidefilm Use 


An attachment for the “SL” 
series of Selectroslide projectors 
by Spindler & Sauppe of Los 
Angeles adapts the automatic 
slide-changing projector to the use 
of slidefilms. 

The 35mm film is placed in a 
holder atop the focusing mount, 
with the leader coming from the 
center of the roll of film in a 
clockwise direction. After the strip 
has passed through the Selectro- 
slide, it is automatically rewound 
during the projection, and is ready 
for the next showing without un- 
rolling or rewinding. 

Further information on_ the 
slidefilm attachment for “SL” 
Series Selectroslide projectors can 
be had by writing New Products 
Desk, BUSINESS SCREEN, Chicago 
26. iy 

* * * 
New 24-28V DC Variable Speed 
Motor for Arriflex 35 Cameras 

A new addition to the several 
different types of motor drives 
already available for Arriflex 35 
cameras is announced by Arriflex 
Corp. of America. 

The new 24-28 volt DC Vari- 
able Speed Motor, stock number 
9A744, will drive the Arriflex 35 
at frame rates ranging from ap- 
proximately 12 to 36 FPS. The 
motor will make operation of the 
camera possible directly from the 
power supplies of aircraft, ships 
and boats and other vehicles, a 
feature useful in military and in- 
dustrial applications. 

Other motor types for use with 
Arriflex 35 include 12-16V DC, 
24-28V DC, 115V-60 cycle AC 
and 220V-50 cycle AC and other 
sources on special order. 

For further information and 
prices, write New Products Desk, 
BusINESsS SCREEN, Chicago 26. 
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Planning an audio-visual 
program? Take advan- 
tage of DuKane’s expe- 
rience in this field . . . 
advice on sound slidefilm 
production plus booklets 
on recording standards 
is yours for the asking. 
DuKane offers a com- 
plete line of top-quality 
sound slidefilm projec- 
tors in a type to meet 
the exact requirements 
of your audio-visual 
program. 
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With 2” lens, att. winding handle, 


w/ large deluxe case. $] 10 


Good cond. 
Lenses In Eyemo “C” Mount — 
T2.5 Baltar ctd. L. N. 
T2.5 Baltar ctd. L. N. 
T2.5 Baltar ctd. L. N. 


T4.9 Miltar ctd. L.N.. 
F2.9 Cinemat ctd. L. N. 
F4.5 Wollensak ctd. L. N. 
10” Obj. View Finders 
Ratchet Winding Cranks 
Handle and Strap 
400 ft. B & H Magazines 
24v. Motors, as is 








Cine Special 100 Ft. a 


$250 —(list. $425) 
Used $70 — Good Cond. 


Bell & Howell 16MM Editing Outfit 
including Filmo 16mm_ viewer, 
pair large geared 2-speed re- 
winds, B & H 16mm splicer, 


rewind arms, custom $95 


Se duilt carrying case. 


2 Hub 16mm Neumade sync, w/ctr—NEW. —_ 00 
Mitcnell 35mm Std. Tripod—Used 5.00 
12 gal. stainless steel tank 

13” x 6” x 47”—NEW . 
Recordak ‘‘A’’ Micro Film Proj. 16-35, case 70.00 
GSAP—16mm mag. camera w/lens, NEW.. 18.00 
GSAP—16mm mag. camera less lens 
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WONDERS OF SCIENCE FILMS: 


(CONTINUED FROM PREVIOUS PAGE FORTY) 


testified an associate of the Eastern Airlines. 
“They are enjoyable, thought-provoking and 
inspiring.” 

“We have used all the Moody films in our 
supervisory and crew leader development pro- 
grams,” witnessed a spokesman for Owens- 
Illinois Glass Company. “We find them ex- 
cellent with our supervision.” 

These Companies Have Shown Films 

Moody Institute of Science films have been 
shown in such plants as: 

General Foods Corporation, Goodyear Tire 
and Rubber Company, United States Steel 
Corporation, Remington Rand, Inc., General 
Motors Corporation, Cleveland Twist and 
Drill Company, Grayson Controls, Victor 
Adding Machine Company, Club Aluminum 
Company, Pan-American Air Lines, Dow 
Chemical Company, Johns-Manville Research 
Center, Eastern Airlines, Bethlehem Steel Cor- 
poration and National Paper Box Manufac- 
turers Association. 

The Moody films alone do not provide a 
full answer to the problem of bringing out the 
best in people. They do, however, encourage 
management and labor to seek a better, deep- 
down inside approach to their work. They 
definitely are a “foot in the door” in improv- 
ing human relations between employer and 
employee. = 


ON COPPER IN 
(CONTINUED FROM 


CONSTRUCTION: 


PAGE THIRTY-SEVEN ) 


stallation of a complete residential plumb- 
ing and heating system, including under- 
ground water service and forced circulation 
hot water heating; 

. job-site pre-fabrication of water 
waste and drain assemblies with copper 
tube, effecting considerable savings on a 
project of 1400 units; 

Shows Large Building Installations 

. plumbing and heating systems in- 
stalled in large commercial buildings and 
various industrial installations of process 
piping to carry fluids and gases at high or 
low temperatures and pressures; 

. the installations of radiant pane! 
heating systems and snow melting systems; 

. practical demonstrations and recom- 
mendations for good piping practices on 
flare-type compression joints, soldered 
joints and brazed joints. y 


WANTED TO BUY FOR CASH 
16MM AND 35MM CAMERAS 
AND ACCESSORIES 
MITCHELL—BELL & HOWELL STANDARD 
AND EYEMO—ARRIFLEX—MAURER—ALSO 
LABORATORY, EDITING AND 
LIGHTING EQUIPMENT 


CAMERA EQUIPMENT CO., INC. 
315 WEST 43RD STREET 
NEW YORK 36, N.Y. 
CABLE—CINEQUIP 
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Saves Films . . . Saves Time! 


MODEL “U” INSPECT-O-FILM 
MEETS TODAY’S FILM NEEDS 
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Here's the ultimate in 

time and cash-saving in- 

spection, handling and 

film cleaning! Model ‘‘U"’ 

offers these special features; positive 
operating speed control; large 546 sq. 
in. work surface; silicone and anti-static 
treated cleaning tapes; triple-jewel film 
defect indicator. Handles prints faster, 
better! Your choice of 7 types! 

Write today or call us collect! 


SBVV PSPs SoSSSBBBBBBBBBBBBBBeaesy 


Write for Free Catalog 


THE HARWALD co. 


1245 Chicago Ave., Evanston, lil. 
Phone: Davis 8-7070 


-—. ss 2 Se ee 
sees eeae 


BARBRA BBSRRSERERERE SEES EES HE EE EE EEE EE SE 


59 





For !6mm. Film — 400° to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only bear 
original this 


Fiberbilt TRADE 
Cases wltty MARK 





HAWAll © SAMOA 
TAHITI. . . 


Stock Shots 


16mm & 35mm Photographic 
Service 


© Native Music & Effects 


* Synchronous Magnetic 
Recording 


Write: 


CINE’-PIC HAWAII 


Attn: George Tahara 
1847 Fort St., Honolulu 13, Hawaii 


Wire: CINEPIC © Phone 502677 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 








llth Annual Review Copies 
¢ While limited supply lasts, 
extra copies of the llth Pro- 
duction Review issue are avail 
able at $2 from BUSINESS 
ScreEN, Chicago 26. 











EXECUTIVE NOTES 
William Sturdevant, Director and 
Writer, Joins Northwestern, Inc. 

William H. Sturdevant, direc- 
tor and writer, has joined the 
creative staff of Northwestern, 
Incorporated, Portland, Ore., pro- 
ducer of television commercials, 
slidefilms and industrial motion 
pictures. 

Sturdevant has been engaged in 
Hollywood for the past seven 
years in theatrical and industrial 


William H. Sturdevant 


film production, most recently 
with Norman Wright Productions 
of Hollywood. In 1958, he was 
instrumental in developing a film 
process that enabled subliminal in- 
formation to be incorporated in 
theatrical and television pictures. 
While at Telepix Corporation of 
Hollywood, he wrote and directed 
television and _ industrial films, 
winning national awards for the 
studio at the American Film Festi- 
val in New York and at the West- 
ern Advertising Associations an- 
nual awards. eg 


a” * * 


Waddington to Produce Business 
Shows at Transfilm-Caravel Inc. 

Lester E. Waddington has 
joined Transfilm-Caravel Inc. as 
an executive producer in its Busi- 
ness Program Services division, it 
was announced by Joseph F. Kil- 
martin, vice-president in charge 
of the unit. 

Waddington was formerly a 
convention show producer at 
Young & Rubicam, Inc., and an 
account executive in radio-TV 
programming. In his new position 
at Transfilm-Caravel he will han- 
dle live business show production. 

He is a member of the Society 
of Motion Picture and Television 
Engineers; Broadcast Pioneers; 
Radio-TV Executives Society of 
N. Y.; Acoustical Society of 
America; and the American So- 
ciety of Mechanical Engineers. 


General Labs’ Jack West 


J. West Manages Central Div., 
Keehn is Sales V-P at General 

Jack West has been named 
manager of General Film Labora- 
tories’ Central Division in Kansas 
City, Missouri. He joined General 
Film as Producer Services man- 
ager with the formation of the 
Central Division two years ago. 

In his new capacity he will be 
in charge of the Hollywood labo- 
ratory’s sales and service to mo- 
tion picture producers east of the 
Rockies. 

In taking over the direction of 
the Central Division, West suc- 
ceeds Neal Keehn, who has been 
named vice-president in charge of 
sales and transferred to the Holly- 
wood home office where he will 
coordinate and supervise all sales 
activities for General Film. & 


* * * 


Jeri Sopanen Joins Production 
Staff at Henry Strauss, N. Y. 

x Jeri R. Sopanen has joined the 
production staff at Henry Strauss 
& Co., New York City. 

Sopanen has a ten-year back- 
ground in the film field; prior to 
joining Strauss he was with the 
motion picture department of 
Western Electric, working with 
outside producers and supervising 
company newsreels and technical 
films. 

He was formerly with Allend’or 
Productions of L.A. During the 
fall of 1958, he was engaged in 
shooting documentary coverage of 
the Cuban revolution later seen 
on the NBC Television network. 


* * x 


SMPTE Elects Matthews 
as Editorial Vice-President 
Glenn E. Matthews of East- 
man Kodak Company, Rochester, 
N. Y., has been elected editorial 
vice-president of the Society of 
Motion Picture and Television 
Engineers to fill the two-year 
term left vacant by the death of 


Lloyd Thompson last December. 

Matthews, a Fellow Member of 
SMPTE, has been active in the 
Society for many years. He has 
been associated with Eastman’s 


Research Laboratories, where he 
has worked as a research chemist 
and technical editor, since 1926. 

The new editorial vice-president 
has also been a longtime contribu- 
tor to the SMPTE JournaL. 





THE BULLETIN BOARD 


For special rates on advertis- 
ing in this column write the 
Chicago office of publication. 





AVAILABLE 
TECHNICAL ANIMATION 
PRODUCER - DIRECTOR 

Experienced in Production, 
Management and Sales of 
complex scientific, industrial 


and government animated films. 
Resume on request. 


BOX 61-2A 


BUSINESS SCREEN MAGAZINE 
7064 Sheridan Rd. © Chicago 26, Ill. 








WANTED 


Production Manager for well- 
established medium-size New 
York firm, specializing primarily 
in slides and filmstrips. Must be 
responsible for and capable of as- 
suming complete control of pro- 
duction. Send resume to: 


Box 61-2-B 
BUSINESS SCREEN MAGAZINE 
7064 Sheridan Rd. © Chicago 26, Ill. 








FILMS IN AUSTRALIA 


American Producer-Director con- 
versant with latest film and video 
tape techniques moving to Syd- 
ney, Australia in early 1961. Over 
20 years film experience in the 
American market, specializing in 
Industrial, Educational and films 
for television. Will be available 
for the making of motion pictures 
or video tape recordings or any 
phase of their production. Inquir- 
ies invited. Write to: 


Box BS-60-8B 


BUSINESS SCREEN 
7064 Sheridan Rd. © Chicage 26, Illinois 
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EDITORIAL VIEWPOINTS: 


(CONTINUED FROM PAGE NINE) 


Showings of “Communism on the Map” 
Draw Ire of Socialist's Norman Thomas 


Norman Thomas, former Socialist candidate 
for President, asked Defense Secretary Robert 
S. McNamara, on April 19, to halt showings 
at American military installations of the mo- 
tion picture, Communism on the Map, which 
was produced by the National Education 
Program, of Searcy, Arkansas. 

Mr. Thomas, who spoke at a press confer- 
ence in Socialist Party headquarters in New 
York, declared the film was “false and mis- 
leading,” and that because it made “sweeping 
charges of nations and leaders being either 
Communist or being infiltrated by communism” 
it would “embarrass us in our relations with 
our allies.” 

The Socialist leader said the picture had 
been shown at various naval stations around 
the country, including Floyd Bennett Field, in 
Brooklyn. He said the Navy has 50 prints of 
the 60-minute film. 

Floyd Bennett’s commander, Capt. William 
D. Bonvillian, denied the allegation, said he’d 
never seen the film and it had not been shown 
to naval personnel on the station. 

A Defense Department spokesman, in Wash- 
ington, said its Armed Forces Education Office 
had previewed the film but was not using it 
in any educational courses, and did not plan 
to do so. 

The National Education Program is headed 
by Dr. George S. Benson, who is also presi- 
dent of Harding College in Searcy, Ark. Dr. 
Benson, and Harding College, have both been 
identified in the past with highly conservative 
economic and political viewpoints. He com- 
mented on Mr. Thomas’ charges by saying 
that was exactly what he expected to hear. 
He pointed out that Khrushchev had linked 
socialism and communism awfully close to- 
gether. 

Dr. Benson said the National Education 
Program is not connected with the John Birch 
Society, although its former production man- 
ager, Glen Green, has recently left to become 
a member of the Birch organization. 

The National Education Program, Dr. Ben- 
son said, is backed by such responsible indus- 
trial firms as United States Steel Corp., Lone 
Star Cement Co., Lion Oil Co., Humble Oil 
Co. of Texas, and Monsanto Chemical Co. It 


has only one aim, he said—‘fighting com- 

munism and trying to support the American 

way of life.” ae 
* * * 

MPO Offers a New Business Technique: 

Invites You to Play “The Sales Game” 

A new idea coming out of MPO’s Sales and 
Training Programs division lies in the sales 
training technique of sales simulation. As pre- 
sented by MPO, the technique is contained in 
a new business game played on a board, and 
called The Sales Game. 

This game is used to involve salesmen in 
actual sales situations while in a training ses- 
sion. It is fun—and work, too!—and can be 
used by groups of from 4 to 400 and can be 
tailored to almost any selling problem. It can 
be used at sales meetings, training sessions, 
even at home. 

MPO vice-president Irving Zuckerman, who 
developed the game, demonstrated it recently 
at a seminar on simulation of the American 
Management Association. He showed how 
salesmen can arrive at solutions to selling 
problems within the safe confines of the train- 
ing session, instead of at the possible risk of a 
lost sale. He pointed out how simulation gives 
management a chance to observe a salesman’s 
technique in action, how this cuts down on 
costly on-the-job training, and increases the 
salesmen’s desire to compete for profitable 
customers. 

Irv Zuckerman is now demonstrating the 
game to major industrial firms. He is also 
working with MPO producers Murray Lerner 
and Lloyd Ritter on a sales education film. 


THE NATIONAL 
(CONTINUED FROM 


CREDIT OFFICE: 
PAGE THIRTY-SEVEN ) 
nett appears in and narrates a new Salesmate 
presentation which is carried right to the pros- 
pect’s desk by NCO new-business solicitors. 

The meat of the presentation is a series of 
case histories telling how NCO service had 
saved a textile mill from shipping a large or- 
der of goods to an almost-bankrupt dress 
manufacturer. Conversely, and more happily, 
an NCO report encouraged another firm to 
fulfill a much larger order from a small firm 
with only a minimum of capital, but with an 
inventory of over a half million dollars. 

In addition to credit reporting, the film 
shows, NCO offers an extensive market plan- 
ning service, management service, a special- 
ized claims department, and courses on credit 
and financial analyses. a 
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call PL 7-2125 
421 West 54th St., N.Y.C. 


























Send it to 


THE FILM DOCTORS 


Specialists in the Science of 


FILM REJUVENATION 
FOR 16 MM AND 35 MM 
RAPIDWELD Process includes treatment for: 


e Dirt e Abrasions 
e Scratch Removal « “Rain” 


8MM SERVICES NOW AVAILABLE. 


Send for free Brochure, 


“FACTS ON FILM CARE”, 


y > eee 
TECHNIQUE. INC. 
37-02 27 ST., L.1. C. 1, N. ¥. 
STitiweli 6-4600 + Est. 1940 


























SA SEE SET “Ae eam A EAR 
BELL & HOWELL GAUGES 
FOR FILMO REPAIR 





= ee \ 
S-3972-N1 


Aperture Adjusting Gauge Shuttle Teeth Gauge 














This pair of precision tools cuts hours off Filmo 
repair time. Regular price for this set is $341.62. 


We offer these—in brand new condi- $] 50 


tion—while they last—both gauges 


FLORMAN & BABB, Inc. s: ¥''sc. n. ¥: 
AES Ah La TIT aR ST 








HOUSTON FEARLESS 


PANORAM 
DOLLIES 


Thoroughly Overhauvled—Guaranteed 
SPECIAL LOW PRICE 


4-Wheel. . . $1,400.00 
5-Wheel... 1,800.00 


Immediate 
Delivery! 


CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, New York 36, N.Y. 











NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 234 
St., Boston 16. 


Clarendon 


e NEW JERSEY e 

Association Films, Inc., Broad 
at Elm, Ridgefield, N. J. 

e NEW YORK e 

Association Films, Inc., 
Madison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo 2, N. Y. 

Crawford, Immig and Landis, 
Inc., 480 Lexington Avenue, 
New York 17, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 
19. 

National Cinema Service, 71 
Dey Street, New York 7, 
WO 2-6049. 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 
19. 

Training Films, Inc., 150 West 
54th St., New York 19. 

Visual Sciences, 599BS Suffern. 

United World Films, Inc., 1445 
Park Ave., NY 29, TR 6-5200 


347 


e PENNSYLVANIA e 

Appel Visual Service, Inc., 963 
Liberty Avenue, Pittsburgh 
99 

Audio-Visual Equipment Rent- 
al Service, International 
Film Center, Sales and Re- 
pairs, 1906 Market St., Phila- 
delphia 3, LOcust 3-7949. 

Oscar H. Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, WAlInut 
38-0650. 

J. P. Lilley & Son, 928 N. 3rd 
St., Harrisburg. 

Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 
0143. 


© WEST VIRGINIA e 
B. S. Simpson, 818 Virginia St.. 


W., Charleston 2, Dickens 
6-6731. 


SOUTHERN STATES 


e GEORGIA e 


Colonial Films, 71 Walton St.. 
N. W., JA 5-5378, Atlanta. 


JSE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT 


United World Films, Inc., 287 
Techwood Dr., NW., Atlanta. 

e LOUISIANA e 
Stanley 


1117 
dria. 


Projection Company, 
Bolton Ave., Alexan- 


Delta Visual Service, Inc., 715 
Girod St., New Orleans 12. 
Phone: JA 5-9061. 


e MARYLAND e 
Stark-Films (Since 1920), 
Howard and Centre Sts., 
Baltimore 1. LE. 9-3391. 
e TENNESSEE e 


Southern Visual 
Shrine Bldg., 


Films, 686 


Memphis. 


MIDWESTERN STATES 


e ILLINOIS e 


Robt. H. Redfield, Inc., 1029 
So. Wabash Ave., Chicago 5. 

Association Films, Inc., 561 
Hillgrove, LaGrange, Illinois. 

Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 

The Jam Handy Organization, 
230 N. Michigan Ave., Chi- 
cago. 

Midwest Visual Equipment Co., 
3518 W. Devon Ave., or 27 N. 
Franklin St., Chicago. 

United World Films, Inc., 542 
S. Dearborn St., Chicago 5. 


e MICHIGAN e 
The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
Zone 11. 
e MISSOURI e 


Swank’s, Inec., 621 N. Skinker 
Blvd., St. Louis 30, Mo. 


e OHIO e 
Academy Film Service, Inc., 
2100 Payne Ave., Cleveland 
14. 
Films Unlimited Productions, 
137 Park Ave., W., Mansfield. 


LIST SERVICES HERE 


Qualified audio-visual dealers are 
listed in this Directory at $1.00 per 
line per issue on annual basis only. 


Fryan Film Service, 1810 E. 
12th St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

Twyman Films, Inc., 329 Salem 
Ave., Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


WESTERN STATES 


e CALIFORNIA e 
LOS ANGELES AREA 

Coast Visual Education Co., 
5620 Hollywood Blvd., Holly- 
wood 28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, 
Hollywood 28. 

Photo & Sound Company, 5515 
Sunset Blvd., Hollywood 28. 

Ralke Company, Inc. 
Audio-Visual Center 
849 N. Highland Ave. HO 4- 
1148, Los Angeles 38, Calif. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Bever- 
ly Blvd., Los Angeles 57. 

United World Films, Inc., 6610 
Melrose Ave., Los Angeles 36 


SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 
San Francisco 3. 


255 Minna, 
e COLORADO e 
Cromars’ (formerly Audio- 

Visual Center) 28 E. 9th 
Ave. Denver 3. 
Davis Audio-Visual, Inc. 
2149 S. Grape St., Denver 22. 
© OREGON e 
Moore’s Motion Picture Serv- 
ice, 1201 S. W. Morrison, 
Portland 5, Oregon. 
United World Films, Inc. 5023 
NE Sandy Blvd., Portland 13 
e TEXAS e 


Association Films, Inc., 1108 
Jackson Street, Dallas 2. 


United World Films, Inc., 
2227 Bryan St., Dallas 1 
e UTAH e 


Deseret Book Company, Box 
958, Salt Lake City 10. 


FILMS AND PROJECTION 
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Magnasync Recorder /Reproducer 
Tape System Has Many Features 
© For applications including lan- 
guage laboratories, airport com- 
munications, law enforcement and 
fire department communications, 
military communication centers 
and others, the Magnasync Series 
T-1000 magnetic tape recording 
reproducing systems are available 
with as many as 20 channels for 
the simultaneous recording of 
voice-frequency program material. 

Offered with a variety of tape 
speeds and capacities, recording 
and reproducing time ranges from 
8 to 24 hours. Features include: 
plug-in transistorized circuitry 
providing high reliability and low 
maintenance; Magnasync’s “syn- 
kinetic” dual flywheel flutter-free 
drive; straight-line threading; syn- 
chronous motor to drive tape at 
uniform velocity; monitoring at 
high speed rewind or fast forward 
with unique “cueing” device; pro- 
visions for remote control; in 
single rack cabinet or in tandem 
with automatic switch-over to 
companion recorder. 

Optional features are: a “fail- 
safe” sensing system which auto- 
matically starts tandem recorder 
and energizes visual and audible 
alarm in event of mechanical or 
electronic failure; variable-speed 
drive; interjection of time refer- 
ence signals; high frequency 
erase. 

For literature and information 
on specifications and prices, write 
New Products Desk, BUSINEss 
SCREEN, Chicago 26. i 

* o * 


Chicago Area A-V Distributor 
Exhibits Latest in Equipment 

- The latest equipment and mate- 
rials for the audio-visual field 
were exhibited and demonstrated 
at an open house April 18 at 
O'Hare Inn, Des Plaines, Ill. 

Invitations were extended to 
representatives of schools, 
churches and industry in Cook, 
DuPage, Lake, McHenry and 
Kane counties for the show, spon- 
sored by Midwest Visual Equip- 
ment Co., Inc., Chicago. 

A highlight of the exhibit was 
the Chicago-area introduction of 
the new Bell & Howell Filmo- 
sound Specialist. Other a-v 
equipment was displayed by Ar- 
gus, DuKane, Radiant, Beseler, 
Newcomb, Da-Lite, Switchcraft, 
3-M, Apeco and H. Wilson, with 
factory representatives on hand 
for demonstrations. Features of 
the open house included an equip- 
ment rental booth, a “do-it-your- 
self” service clinic, and a demon- 
stration of the latest in direct-wire 
TV systems. a 
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THE INDEX OF SPONSORED FILMS 


This reader’s reference guide covers motion picture and 
slidefilm programs reviewed in Volume Twenty-One, 1960, 
issues Of BUSINESS SCREEN. The issue number and page on 
which a case history or feature article appeared are shown for 
each of the sponsors and film titles below. Sound slidefilms are 
indicated by “ssf.” following title. 


SPONSOR 


Aetna Casualty & Surety Co. 
AFL-CIO 


Allen-Bradley Company 
Allgemeine Elektricitaets- 
Gesellschaft 
Allis-Chalmers Mfg. Co. 
American Airlines 


American Cancer Society 


American 
Surgeons 

American Dental Association 

American Gas Association 

American Institute of 
Architects 

American Latex Products 
Corp. 

American Medical Association 


College of 


American Telephone & Tele- 
graph Co. 

(also see Bell System) 
American Temperance Society 
American Title Association 
Armour and Co. 


Armstrong Cork Company 

Arthritis & Rheumatism 
Foundation 

Atomic Energy Commission & 
U. S. Navy Nuclear Pro- 
pulsion Program 

Aveo Corporation 


Babcock & Wilcox Company, 
The 

Baltimore Sunpapers 

Bell System (also see 
AT & T) 

Bell Laboratories 


Bethlehem Steel Company 


Bendix Aviation Co., Radio 
Div. 

Blue Cross Commission of the 
American Hospital Associa- 
tion 

Bulb Growers of Holland, The 


Burlington Industries 


Canadian General Electric 

The Capezio Company 

C. L. Chambers Company 

Chesebrough-Pond’s, Inc. 

Chevrolet Div., General 
Motors Corp. 

Christian Children’s Fund 

CIBA Pharmaceutical Prod- 
ucts, Inc. 

Coca-Cola Company, The 

Colonial Williamsburg 

Council for Financial 
Education 

Credit Union National Assn. 

Crusade of Mercy, Chicago 


Aid to 


De Laval 
pany, The 


Separator Com- 


NUMBER 2 ° 


VOLUME 22 


FILM TITLE 
BSN 


To See Ourselves 

Americans at Work 

Land of Promise 

An American Story 

Form and Function 

Machines With a Memory 

The Fuel Cell Tractor 

Come Fly With Me 

Contact! 

Breast Self-Examination; In- 
side Magoo; Off the Shelf; 
Time and Two Women; 

To Smoke or Not to Smoke 
ssf. 

Hands 


Issue No. Page 


or co 


— CS et 3 ce i he oe CO 


’ 


We Trust 
Pattern of a Profession 
Static Electricity 
Man in Masonry 


Highway to the Moon 


Hospital Sepsis: A Communi- 
cable Disease; I Am a 
Doctor 

Rehabilitation 
Years 


The Town and the 


Adds Life to 


Telephone 


Joe’s Parents Drink 
A Place Under the Sun 
Beyond the Gravisphere 


A Letter to Moscow 
Quackery in Arthritis 


Integrity Plus 


Down to Earth 


= 
Critical Lab 


Light for All 
The Big Bounce; 
for Survival 
Memory Devices 
Similarities in Wave 
Vacuum Pouring 

Forgings 
A New Age in Navigation 


Seconds 


Behavior 


for Better 


De cision 


The Magic Carpet of 
land 

Patterns of Progress 
a 

The Great River 

The State Is Great 

The Greatest Gift 

Cry In the Night 

American Maker 


Tulip- 


~1 bo =I bo 


Heart of a Stranger 
Open Heart Surgery 


— 


Wonderful World 

Music in Williamsburg 

Education is Everybody’s 
Business 

The People of Kolevu 

The Quality of Mercy 


oe 
* 
The Greatest Milking Hand 


1961 


SPONSOR 


Dixie Cup Div., American 
Can Co. 
Dow Chemical Company 


Employers Mutuals of 
Wausau 

Erie Mining Company 

Esso Standard 

Ethyl Corporation, The 


Farm Equipment Institute 

Fawcett Publications, Inc.: 
TRUE Magazine 

Fawcett Publications, Inc.: 
WomaAn’s Day Magazine 

Federal Products Corp. 

Federated Co-operatives, Ltd. 

Financial General Corpora- 
tion 

First National City Bank 
of N. Y. 

Flexible, Inc. 

Ford Motor Company 


Fortune Magazine 
1-H Clubs of America 
Franklin & Marshall College 


Genera] 
tion 
veneral Electric Company 


Dynamics Corpora- 


General Foods Corporation 
B. F. Goodrich Company 


Goodwill Industries of 
America, Inc. 

W. T. Grant Company 

M. Grumbacher, Inc. 


Handy Organization, The 


Harbert Construction Co. 
Hercules Powder Company 
Hobby Industry Association 
of America 
Homelite Div. 
Ine. 
Hudson’s Bay Company 


of Textron, 


Illinois Bell Telephone Co. 

Illinois Railroad Association 

The Illuminating Company 

Indiana University, A-V 
Center 

Industrial Development Bank, 
Canada 

Institute 
The 


of Life Insurance, 


Assn. of Ice 
Cream Manufacturers; 
Amer, Dairy Assn.; 
Dairy Council 

International Harvester 


International 


Natl. 


International Ladies Garment 
Workers’ Union 


Jantzen Manufacturing Com- 
pany 
Johnson & Johnson 


Johnson Motors 
Junior Achievement, Inc. 


THESE INDEX LISTINGS ARE 


FILM TITLE 


The Most Important Building 
in Town, ssf. 

Assignment, Lunch Box 

EG2 


The High-Low Bid 


Horizon North 
Two Hats of Science 
Danger! Water!; Danger! 


Air! 


sae 


The Earth Is the Lord’s 


Me 


A Number of Things 

Dimensional Gaging With Air 

Power to Live By 

Family Horizons U.S. A. 

The Big Change in World 
Markets 

We Came a Long Way 

City Driving; Highway Driv- 
ing; Driving Under Special 
Conditions 

Where Were You? 

The Computer Comes to Mar- 
keting 

Man Enough for the Job 

The Decisive Years of Frank- 
lin & Marshall College 


TS 
Beyond Magellan 


Beyond the 
Doubt 
Everyone’s Express; Getting 

Your Right of Way 
Here’s Your Cue, ssf. 
Optimum Match 
Someone’s In the 
Playtime U. S.A 
Tommy Looks at Space 
To Help Themselves 


Shadow of a 


Kitchen 


Showdown at Pretty Pass, ssf. 
Brush and Color Making 


— = 
Ben Franklin Sells Today 
Through the Mirror 
The Florida Venture 
Best By Test 
Out of This World 
A Million Miles of Model 
Railroads 
Skogen, Sagen, Sakerhete 
John Dolin Comes East 


ae 

Ready ... Wrestle! 

The Railroad Story 

The Castaways 

Sound Recording 
Pictures 

The Independence of Dave 
Barnes 

Life Insurance—What It 
Means & How It Works 

Trouble in Paradise 


for Motion 


The Fourth Sense 

Bridge to the Future 

Headline for Harper 

The Fashion Picture, Spring 
into Summer, 1960 


Pe ae 


Once Upon a Smile 


50,000 Lives 

It’s Time to Take 
Boats A’Poppin’ 
The Greatest Show on 


Junior Achievement, U. 


Stock 


Water 
a o 4 


CONCLUDED ON THE FOLLOWING 


Issue No. Page 


28 
41 
41 


35 
29 
40 
52 
178 
38 


PAGE 


63 








THE INDEX OF SPONSORED FILMS 


SPONSOR 


Kalb, Voorhis & Co. 
Kimberly-Clark Corporation 
Koppers Co., Inc. 


Lakeside Laboratories, Inc. 


The Lincoln Center for the 
Performing Arts 
Lockheed/Georgia Division 


Manufacturing Chemists’ 
Assn., Inc. 

Marquette University 

Maternity Center Assn. 


Maytag Company 

F. H. McGraw & Company 

Metropolitan Development 
Assn. of Syracuse, N. Y. 

Miller Brewing Company 

Minneapolis Star and 
Tribune 

Monsanto Chemical Company 


National Association of 
Wholesalers 

National Bureau of Stan- 
dards 

National Carbon Co., Div. of 
Union Carbide Corp. 

National Concrete Masonry 
Assn. 

National Life Insurance Co. 
of Vermont 

National Science Foundation; 
Ford Foundation 

The National Urban League 

National Wholesale Drug- 
gists’ Assn. 


New England Mutual Life 
Insurance Company 

New Jersey Bell Telephone 
Co. 

New York Central Railroad 

New York Life Insurance Co. 

Northern Electric Company 


Obrig Laboratories 


Ontario Dept. of Travel & 
Publicity 


Pan American World Airways 


Perfect Circle Corporation 
Pharmaco, Inc. 
Purolator Products 


RCA, Astro-Electronics Prod. 
Div. 

Ralston Purina Company 

Raybestos-Manhattan, Inc. 

Remington Rand UNIVAC 


Republic Steel Corporation 
Rheem Califone Corporation 


Rich Plan Corporation 
Roundtable Productions 


Savings Banks Association of 
Massachusetts 

Joseph Schlitz Brewing Co. 

Shell Oil Company 

SKF Industries 


FILM TITLE 
= 
Hou Green Are My Dollars 


Faces and Fortunes 


Mission: Sonic Boom 


L.— 


A Pharmacologic Approach to 





the Study of the Mind 
The Legend is Born 
Rendezvous 90° South 


Chemistry of Water 
Oxidation-Re duction 
The Need to Excel 
From Generation to Genera- 
tion 


Eddie, Inc. 
The Master Builders 
The Prospe rity of Water 


The Fighting Braves of ’59 
Where the Future 


is Born 

Architectural Uses of Plastics 
= — 

The Devil To Pay! 


T) apping of Fy €e¢ 
Lou 


Radicals at 
Té mperatures 


Carbon Are Projection 

Walt Builds A Family Fallout 
Shelter 

Green Mountain Legacy 


Planet 
films) 
A Morning for 
Your Customers Are 
fbout You, ssf. 
To Your Good Health, ssf. 
Profita On the Hoof, ssf. 
Opportunities Up Front, ssf. 
Teamwork Pays, ssf 
Do You Fill Prescriptions 
Here? ssf 


Earth (series, 13 
Jimm u 
Talking 


Assignment { merica 


Make More Money 


Road to the Future 
Wagons West 
The Rest of Your Life 


Te chniq we of F tting Concen- 
tra Cornea T ype Lenses 
Blue Water Holiday 
P 


Anatomy of a Saleaman 
Something's Come Up 
Auto, U. S.A 

69.3 


Filter Magic, ssf 


TIROS—Weather Satellite 
Proof That Pays 

A Big Day for Roger Gray 
Introduction to Digital Com- 


puters 

The New World of Stainless 
Steel 

Listen, Speak, Learn 


A Better Way of Living 
How Good Is a Good Guy? 
Ss 
Through the Stranger’s Eyes 
Toward the Light 


The Drama of Metal Forming 
Force of Habit, ssf. 
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Issue No. Page 


87 
39 


56 


60 


20 


SPONSOR 


Smith, Kline & French 
Laboratories 

Social Security Administra- 
tion 

Sperry & Hutchinson Com- 
pany 

The Steel Company of 
Canada, Ltd. 

Sterling Forest Gardens 


Sun Oil Company 
Swick-Guth Company 
Swift & Co. 


Tennessee Valley Authority 
Texaco, Inc. 


Theater Network Television, 
ne. 

Thiokol Chemical Corporation 

Top Value Enterprises, Inc. 

Town & Country Magazine 

Travelers Insurance Company 


UNICEF 
Agency) 
Union Pacific Railroad 


(World Health 


United Community Funds and 
Councils of America 

United Rubber Workers 

United States Agriculture 
Dept. 

United States Air Force 


United States Army, Corps 
of Engineers 

United States Commerce 
Dept. 

United States Education 
Office 

United States Information 
Agency 

United States Information 
Service 

Jnited States Interior Dept., 
Bureau of Mines 

Jnited States Navy & U. S. 
Air Force 

Inited States Navy 


~~ -— « 


— 


Jnited States Post Office and 
United States Navy 

Inited States Steel Corpora- 
tion 


— 


Variety Store Merchandiser 


Vermont Marble Company 
Volkswagen of America 


Paul Weir Engineering Com- 
pany 

Western Electric Company 

Western Pine Association 

Westinghouse Electric Corp. 

Westwood Industries, Inc. 


Wirthmore Feeds, Inc. 
Wood Conversion Company 


YMCA Natl. Personnel Serv- 
ices Committee on Re- 
cruiting 


These Index listings cover featured case histories and film 
articles which appeared in our 1960 Volume Twenty-One. For 
a convenient extra tear sheet or reprint of these pages order 
at 25c per copy from BusiINEss SCREEN, Chicago 26, Illinois. 


FILM TITLE 


The Mechanism and Control 
of Nausea and Vomiting 
Before the Day 


Mural—Midwest Metropolis 
Bright Century 


Sterling Forest Gardens— 
The Swamp Transformed 

The Road Ahead 

Know-How 

Projecting Progress in the 
Sizzling Sixties! 
= = 

TVA and the Nation 

Stop Loss, With Organized 
Lubrication 

Your Career in Agriculture 

By Invitation Only 


Bonding Tomorrow 

Helen Wells 

TC—AB 

Travelers Newsreel No. 1 
pie; ee 

Istala Mashi (May You Never 
Be Tired) 

Last Clear Chance 

Last of the Giants 


A Town Has Two Faces 
The Thirties 
Breakthrough! 


Air Force Missile Mission 

Minuteman—Missile and Mis- 
sion 

Nightmare for the Bold 

Performance Evaluation 


Men, Ships and Great Lakes 

Trapping of Free Radicals at 
Low Temperatures 

To Speak With Friends 


Beyond Silence 
Growth of a Language 
In Search of Lincoln 


California and Its Natural 
Resources 


Flight Deck Safety 

The History of the U. S. Navy 
Isolation Technique 

Summer Incident 


Mail Call 

Curtain Time 

Modern Steel Making 

Rhapsody of Steel 
wai. 

Cash Registering for Quick 
Service 

Marble 

Give and Take 
A 

Zonguldak Coal 


The Land of White Alice 

Siding Sense 

Powercasting 

Satisfy Your Customers’ 
Secret Needs 

A New Day in Agriculture 

Better Homes in Jig-Time 
— = 

Your Most Important Day 
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in the east... it’s 


MOVIELAB 


for 
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MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING,.619 W. 54th ST. 
NEW YORK 19, N.Y. JUDSON 6-0360 
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printing e rit chr a lev. ind printing ¢ registration printing ¢ plus comaiiall black and 
white facilities achating ulin rooms, _ storage rooms and the finest screening facilities in the east. 








stone omar of 4 Pak 


for retail sales people... 


To help you stimulate your experienced salesmen, 
and to train new salesmen—help them develop 
pleasing attitudes and build good customer relations 


—“Through the Mirror” helps quite effectively. 


pare Ze JAM HANDY Ovjengatin 


rental of 

“Through the Mirror’’- 

write the School 

py tn, oe am * Dramatizations » Visualizations * Presentations * Motion Pictures % Slidefilms % Training Assistance 
Organization. 


NEW YORK ® HOLLYWOOD @ DETROIT © PITTSBURGH © CHICAGO 
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